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HOW A CLUB MAN READS 
NEWSPAPERS. * 
By Frank R. Lawrence, 

President of the Lotus Club, New York. 

I read all the leading daily news- 
papers. both the morning and evening 
editions, more or less attentively. As 
I am a very busy man and have been 
a newspaper reader for many years, I 
have a process of absorbing the con- 
tents of a daily journal, a process 
which, though well understood by my- 
self, I can scarcely describe to others. 
I suppose continued practice in news- 
paper reading will make a man more 
or less perfect in that, as it will in any 
other line of endeavor. 

To my mind, what 

‘head-line’’ 
part of the 
the head-lifie 
always tell 
words, the * fect of the article, whilé 
the sub-heads Which follow should be 
still further explanatory. The news 
summaries, such as are found on the 
editorial page of the Hera/d, are very 
useful in this respect. 

Whether too much space is given to 
any particular class of news or read- 
ing matter in the daily journal de- 
pends, of course, on one’s point of 
view. Certain subjects do not interest 
me, and I do not read anything about 
them. 

I never read articles pertaining to 
horse-racing, bicycling, lawn tennis 
and kindred subjects, because I take 
no interest in such matters. When I 
pick up a daily newspaper I simply 
glance rapidly at the head-lines and 
pick out what is of interest to me. 

Being a member of the bar, I read 
any articles pertaining to the legal 
profession. I do not read murder 
trials or criminal trials of any kind, 
because such matters are generally 
presented in a sensational manner and 
do not interest a lawyer in his legal 
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At some of these trials, 
casionally valuable expert testimony 
given, but the average newspaper 
reporter does not report such testimony 
in such a way that a lawyer is able to 
understand it. Of course, it must be 
remembered that the aim of the news- 
paper is not to give a scientific state- 
ment of such legal trials, but simply 
to report the news and the facts in 
such a way that the presentation will 
be satisfactory to a majority of readers. 
Newspapers are not published for the 
benefit of lawyers, as such. I occa- 
sionally read in the daily journal what 
may be termed a ‘‘sensational’’ ar- 
ticle, but, like most business men 
whose time is fully occupied, I am 
more ipgerested in getting at the solid 
any matter that interests me 
view its sensational side. 

aa] ways read the foreign news in 
the ing dailies, and i think, in 
most of them, it is presented very in- 
telligently. Perhaps too much space 
is given to the society and gossipy side 
of such news. It seems to me that 
most readers would prefer to have less 
society news and more. information 
about public questions that are inter- 
esting other nations. 

I nearly always, if I have the time, 
read the advertisements in a newspaper 
if I am stopping in a strange town or 
city. For example, if I were in Quebec, 
or in the far South, or any remote 
place, I should feel that I could get a 
good many hints as to the peculiarities 
and the character of the place and peo- 
ple by reading the advertisements in 
the local newspapers. 

Advertising in the New York daily 
newspapers seems to be reduced to a 
scientific, practical basis. In this re- 
spect, the announcements which appear 
in our great journals are marvels. I 
do not believe in any city in the world 
is advertising carried on in such a scien- 
tific manner as it is in New York City. 
The advertisements in the daily jour- 
nals have led me to make purchases. 
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I may have felt the general need for 
some particular article, but have not 
made up my mind where to go to get 
it. A skillfully prepared advertisement 
has often assisted me in forming my 
judgment in regard to the article 
(‘‘clinched’’ my determination, so to 
speak), and I have made the purchase 
of the advertiser. 

I do not pay much attention to the 
advertisements in the street cars. Nor 
do I read the magazines as attentively 
as some persons. They are of second- 
ary interest to the daily newspaper ; 
but I read the advertisements in the 
monthly periodicals. I suppose my 
case is like that of many others. The 
daily newspaper provides about all the 
reading matter that I have time to at- 
tend to. 

I take little interest in society gossip, 
society news, club news, etc. So far 
as the gossip about clubs is concerned 
which appears in weekly journals, I 
doubt whether club members read such 
journals to any extent. 

People who do not belong to clubs 
have probably got a very distorted idea 
of what a club is and what its interior 
life consists of. I do not suppose that 
the whole number of those who can 


fairly be called club men in New York 
exceeds three or four thousand ; the 
same man often belongs to three or 


four clubs. When I say that I do not 
believe that club men read the weekly 
papers devoted to gossip and person- 
alities about club life and society life 
I speak for the busy class of club men. 
There are, I believe, one or two clubs 
in New York composed principally of 
gentlemen of leisure. I do not know 
how far society gossip may interest 
them, but, for the business and pro- 
fessional men, who compose the mem- 
bership of most clubs, I do not think 
there is much in that class of news- 
papers that interests them. 

I am a believer in the Sunday daily 
newspaper, though I think it is too 
large. At the same time, as long as 
the newspapers see fit to print so many 
pages of matter, I do not know why 
the readers should complain, provided 
the various classes of matter are sepa- 
rated so that a business man can read- 
ily select the portion of the paper that 
contains the news. My wife, if she 
chooses, can pick out the page that re- 
lates to the fashions, and my boy, if he 
is so inclined, can obtain the latest 
information from the bicycle world. 

The modern American daily news- 


paper is a marvel. It is one of the 
great wonders of the age, and, take it 
for all in all, we have right here in 
New York the best newspapers that 
are printed in the world. The En- 
glish are certainly too slow, according 
to our ideas; the journals published in 
our Western cities are apt to be flashy; 
the New York paper, more than any 
other, probably satisfies the general 
newspaper reader. 
7o 
USING BIG WORDS, 
‘By Joel ‘Benton. 

It has always been understood that 
the permanent or traveling show is 
privileged to use big words in its ad- 
vertisements and posters. Even its 
pictured wild beasts must be twice as 
large and ferocious on the fence as 
they are in real life, or else there 
would be little likelihood of a paying 
assemblage. In cases of sight-seeing 
there must be in some way a stirring 
up of the imagination. So the circus 
and museum man must never relax in 
their search for big words. Barnum 
was an adept at this, and even after he 
had touched the four score limit, Dr. 
Holmes wrote of him as ‘still strug- 
gling with his superlatives.”’ 

Was there ever a fakir on the street, 
or in a county fair inclosure, that 
offered a merely good thing for you to 
buy—something ordinarily good and 
equal to your money’s worth? There 
certainly never was. Not oneof them 
could shout without he had in hand 
something absolutely marvelous and 
prodigious. You must be made to 
think it is as rare as one of the seven 
wonders of the world. So he and the 
showman use big words. They shout 
loudly and picture loudly, too. 

The words put in their advertise- 
ments and in their talk are not only 
long, sonorous, and in the superlative 
degree ; but they are often preferred 
if not one in twenty of the audience 
knows what they mean. And, prob- 
ably, for them, this last feature in the 
language employed is one of good 
policy. On the principle of omne 
ignotum pro magnifico (that all which 
is not apprehended must be magnifi- 
cent) they, at least, are justified in 
manufacturing splendid verbiage. If 
you strike your patron with awe he 
will go inside the tent, or will buy the 
wonderful thing which has so many 
uses, and which is really (if the herald’s 
word is to be taken) the greatest dis- 
covery of the nineteenth century. 
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For ordinary business, however, 
which concerns the commodities 
are common, or which we 
thing about, large words and a very 
uncommon phrasing produce generally 
a ridiculous effect. They do nothing 
towards persuading us to buy, or to in- 

vestigate the advertiser’s claims. What 
is always effective is a bright, breezy, 
colloquial manner—something | said 
that is terse and straightforward ; an 
advertisement, which, if you were 
blindfold while some one read it to 
you, would sound like the cheerful 
and sprightly talk of a brisk and genial 
salesman which he delivers over the 
counter. In this talk there should 
pertinence, truth and candor; and, 
ibove all, should carry a conviction 
that the dealer is really interested in 
having you well served and satisfied. 

Such advertising will probably re- 
veal in nine cases out of ten a crisp 
Saxon style, which the illiterate will 
understand and lay hold of, and which 
will none the less impress the most 
cultured readers. It is not large words 
that are wanted so much as it is large 
meaning and large effect. I am not 
sure but that my suggestion of having 
an advertisement read to you, while 
you do not see it or are looking the 
ther way, will make as good a test 
of its phrasing and quality as any that 
can be employed. If the writer of it 
can make it of big words that really do 
hypnotize you, then it may be safe to 
try that particular collocation of big 
words upon the public. 


be 


I will admit that big and obscure. 


have a but the best in- 
stance of this was not one of commer- 
cial advertising, though it advertised 
Daniel O'Connell as being a wit and a 
good judge of human nature. After 
the apple woman had abused him with 
rather uncopyable epithets he turned 
back and said ‘‘ You are a hypothe- 
nuse, a pyramid, a spheroid, an 
celes triangle, and a parallelopipedon.”’ 
Having no earthly idea of what ex- 
treme obloquy this was that had been 
thrown upon her—though she felt that 
it must be flagrant and mountainous 
she wilted, and the Irish patriot went 
ff victprious. 


words use ; 
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7? 
SoME merchants do not plan their 
idvertising as well as they do their 


tore-cleaning. Shots at random, when 
ach bullet costs good, hard money, are 
xpensive luxuries in these days of 
narrow margins. Shoot to win' 
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3UILDING JOB BUSINESS. 
HOW GENE ( 
FOR THI 
UNIQUE 


HOLTON IS DOING 
BROOKLYN ‘‘ CITIZEN’ 
ADS. 


Mr Holton, who 
on the New York Word, 
up things in the Brooklyn Citizen Job 
Printing Office. His unique methods 
are bringing success to a department 
of the Cit#izen which, like the job de- 
partment ol many new spapers, has not 
been paying. Mr. Holton has told me 
how he did it 

‘*When I came here a few months 
he said, ‘‘this department was 
losing fully $100 per week. I came 
here with ideas on how to build up and 
how to run the job printing department 
of a newspaper, accumulated during 
my connection with the composing room 
of the New York World, and from ty- 
pographical work for New York ad- 
vertisers—the E. H. Rath, the L. I. 
R. R. Co. and others. I was given 
carte blanche. 1 immediately inserted 
in the columns of the Cifizen a series 
of advertisements advertising the job 
printing department. 

‘I believe that a newspaper of good 
circulation among the users of good 
printing could induce them to put their 
printing into the hands of that news- 
paper’s job printing department, and 
I believe that no other means could be 
so effective as advertising the job print- 
ing department in the advertising col- 
umns of that paper. That is why I 
concentrated in these ads the best I 
knew of advertisement writing and set- 
ting. 

‘* The first ad was as follows: 


Gene ( used to 


be Is stirring 


ago,”’ 


The New Man with the New Ideas, who is 
now in charge of the Citizen Job Printing 
Office, is looking for New Customers. The 
next time you need print ting of any desc rip- 
tion call on him He is ready to give New 
Prices on New Wor 


‘This was followed up as follows: 


All New!! That is, the Type, Presses, 
Materials in the Citizen Job Printing Office. 
This information ay not be startling, but, 
coupled with the fact that a New Man with 
New Ideas is in charge, it may prove valuable 
to you. New Ideas applied to your printing 
may get you new customers. 


‘* Then another was as follows: 


A Philadelphia Lawyer would jump at the 
chance if he could get his cases, etc., printed 
for 75 cents a page. That's what the Citizen 
Job Printing Office is doing them for. New 
York I awyers patronize us—why don’t you? 
Any kind of job or book work quickly and 
reasonably done. This is the place to send 
your work if you are a Brooklyn Lawyer. 





PRINTERS’ INK. 


‘* Another read : 

Peculiar Printing Practically Prepared and 
ps oe Presented Produces Prosperity. We 
can help you Prepare, Produce and Pr «sent it, 

Mr. Holton stated that the above ad 
attracted considerable attention, and 
the Union Printer commenting upon it 
said: ‘‘ By the time the compositor 
got through cutting down R's to make 
cap P’s he was probably profusely pro- 
fane.” 

‘*T have kept this up since with a se- 
ries of unique advertisements, ’’ said Mr. 
Holton. ‘‘I secured a testimonial from 
Kissick’s Business College in Brook- 
lyn, stating that our printing was ex- 
cellent, and since this testimonial was 
purely voluntary, it filled me with as- 
tonishment. Printers never get credit 
for what they do, and in a nineteen (19) 
years’ experience I never received a 
voluntary testimonial before. 

‘‘In writing my advertisements I 
adhere to no special style. In writing 
each ad I aim to have it different from 
any other. I aim to illustrate our new 
ideas in typesetting, borders, etc. Here 
is one that was particularly catching : 

No extra charge for the modern ideas we 
infuse in your printing. We can’t help it, all 
our work is that way—artistic and elegant. 
Prices won’t keep you away. 

‘*Here is another ad that we heard 
from: 

The time was when putting your name and 
address on some stationery, was all that was 
necessary to get business. Those times were 
all right in their way, but nowadays ane, 
are different. Original methods —— anc 
the man who uses them gets ahead of the 
others. Are you using them in your print- 
ing? The time may come when you will want 
to tell your customers something, or get new 
ones through printed matter. The resources 
of the Citizen Job Office, including ideas, are 
at your command ! 

‘*Then I have used the job printing 
department to print unique announce- 
ments to be sent through the mails to 
advertisers, calling their attention to 
special reasons why they should adver- 
tise in the Citizen. I use all the novel- 
ties in the line of stationery, set up, 
etc., that I can find. I had one ad- 
vertisement printed on cork, and said 
that cork might save you from drowning 
time ; that advertising in the 
Citizen would save your business from 
going down, and bring it to the surface 
again if it is going down. Then ! 
printed a great many thousands of desk 
pads about 5x3% with this on them: 


Brooklyn Job Printing Office, 397 Fulton 
St., Brooklyn, N.Y. YOU CAN FIGURE 
ON THIS, LET US FIGURE ON YOUR 
JOB PRINTING. 

‘*We could hardly supply the de- 


some 


mand for these pads. Another thing 
I have been doing to help things along 
is to get up a type book.”’ 

Here Mr. Holton passed me a copy 
of the Brooklyn Cifzen’s new type 
book, which I think will prove an in- 
teresting study for almost any news- 
paper in the United States. It embodies 
points that I have never yet seen bound 
in any one type book. It is small, 
about the size of the type book issued 
by the Sun or the Evening fost; that 
is, it goes in the pocket handily. It 
has a thick yellow cover handsomely 
put up. It has a reduced reproduction 
of the Brooklyn Ci#izen on the first 
page. On the next page it gives classi- 
fied advertising rates. On the next 
page it gives general advertising rates. 
The classified advertising rates are 
printed in black on red; the general 
advertising rates are printed black on 
yellow, and around these pages, 
around all the other pages in the book, 
is a pretty border in delicate green. 

On the next page it says: ‘‘Cuts, trade- 
marks and engravings for business an- 
nouncements produced and reproduced 
by our photo-engraving department at 
short notice. Facilities for prompt and 
satisfactory results.’’ A circle in pink 
says ‘‘ advertisers will remember,” and 
then in the lower corner, to explain the 
type specimens that follow: ‘‘In the 
following specimens, figures to the left 
indicate the number by which the type 
is known in this office, and the figures 
to the right the average number of 
letters to a single line across one col- 
umn. The pages that follow give speci 
mens of display type, with the different 
faces of type together.’’ Following 
the display pages is a blank page headed: 
‘* Paste new specimens in here,’’ Mr. 
Holton planning to supply printed slips 
of the new specimens for the Citizen's 
patrons to paste in from time to time. 

The last few pages of the book are 
devoted to borders, with the very last 
page given over to an advertisement 
on the job printing department, set 
in a very unique and elaborate design. 

ADDISON ARCHER, 
miecniliaai aon 


BARGAINS. 


as 


The best advertising a merchant does is ir 
connection with the disposal of his odds an 


ends, his “‘ bargains.’’ This attracts people 
to his store, interests them while they are 
there, and sends them away with the impres 
sion that the store is a place where benefit is 
derived. The shrewd advertiser can make 
lot of goods upon which he loses $1,000 d 
$5,000 worth of advertising for his store.- 
Newspaperdom. 
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Many Newspapers 
are Bought 


Glanced at and thrown 
away. 











THE SUN: 





is read, thoroughly read, 
from first line to last, 
every day, morning,even- 
ing and Sunday. Hence, 
its advertising columns 
bring largest possible 
results. 


THE SUN 


New York 
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To Seedsmen 


on 


Would you believe it 


If we told you that a seed advertiser last year from 
one insertion of his advertisement in the Vickery & 
Hill List received over 5,000 orders—every an 
swer containing money? Will he use these papers 
this year? Well. Will he? 


few Seedsmen 


—the most progressive—use them year after year 
and get big results. “There are others” who allow 
their prejudices to interfere with the profits they 
might reap. 


Are you one of them ? 


Or will you open up a new field that is now better 


than ever? You probably know all about 


. | HE... 
VICKERY & HILL 


- 


LIST... 


with its 1,750,000 circulation each month, but if you 
do not, write for particulars to 


C. E. ELLIS, 


Manager of the Special Advertising Office, 


517 & 518 Temple Court, New York City. 
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Have you a 
Friend 

 - 

Kansas City? 
Ask him 

If He Doesn't 
Read... 


The 
Kansas City 


otar.. 
AS) 


Circulation (Guaranteed), 


Daily and Sunday, - - 60,000 
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Weekly, - = = - 10,000 
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Announcement. 


Having purchased the interest of the 
late Mr. Wm. F. CarLeton in the 
firm of CARLETON & Kissam, | pro- 
pose to carry on the business in the 
same manner as heretofore and in 
my own name. 
I trust to merit a continuance of the 
patronage so liberally bestowed on 
the old firm and to attract plenty 
of new converts to up-to-date ad- 
vertising in America’s finest 
STREET CARS. 


Geo. Kissam, 


Postal Telegraph Building, New York, 


QQ) 


Nalef’ 




















STREET CAR 
ADVERTISING 


Up-to-Date. 
Only One Rate! 


12,000 Cars 


From the Atlantic to the Pacific 


and Lake Superior to the 


E\ QO 


GEO. MISSAM, 


Postai Telegraph Bldg., 
253 Broadway, New York. 











Willing to Risk 
$15.00. 
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Orrice oF F. W. Tuomas, Fink ENGRAVING AND PRINTING 41 SUPERIOR S11 
lotevo, O., Oct. 16, 186 
Ur. P. J. Jonson, 8 Spruce St., New Vork 
Dear Sir—The trial order of inks received from you a short time since have been tried 
and are O. K., notwithstanding the assertions of the traveling men of your competitors 
Some of them now assert that a trial order may be all right, but that we will ** get stuck on 
a larger order.”’ I have come to the conclusion, however, that | am willing to risk another 
trial order somewhat larger than the first. 
I inclose check for $15, for which please send me the following goods by Mer: 
Dispatch freight : 
lb. light brown, best you make, for $1 
1lb. medium brown, ” = 
dark brown, 
can typewriter purple, $1 for can. 
can brown gold size, 50c. as per your book 
3ibs. can blue black, $1 for can. Little bluer than la 
I can’t give the number.) 
3lbs. Bengal red No. 206, at $1 per pound 
3lbs. peacock blue—best you can give me at $1 per 
2 Ibs. fine black for half-tones, at $1 per |b 
For the remaining $1.50 you may send me 1 lbs. Miloii Blue 
fery truly yours, F. W. THoma 


hant 


I} 


The ink salesmen traveling thrcugh the country use all kinds of schemes 


to influence the printers against ordering from me. They claim that my inks 


are only oil with a little color thrown in, and if they learn that a printer has 
tried my goods and found them satisfactory they will assert that the first order 
is all right, but future orders will be filled from inferior goods. I am not in 
business for one month or for one year, but am in it to stay. Had Mr. 
Thomas given the above order to one of these peripatetic salesmen, with blood 
in his eye and a stomach full of beer, the charge to Mr. Thomas would have 
been over $30; but he could pay the bill when he liked. By ordering from m« 
and sending the cash with it, he saved fully $16. This sum covers the expenses 
and salary of the traveler, the labor of sending out bills and drafts, the salary 
of a bookkeeper, the postage wasted ; also the bad debts incurred from trust 
ing printers who never pay. All these expenses have to be paid for by the 
printer who buys his ink on credit. My customers pay only for their own inks 
and no more. I have no agents. I keep no books. If the cash does not 
accompany the order, I hold on to the ink These are some of the reason 
why I can sell my inks from fifty to eighty per cent lower than my competitor 
and guarantee them to be better than theirs 

If my inks are not found as represented I am always ready to buy then 


back. Send for my price list Address, 


PRINTERS INK JONSON, 
8 SPRUCE STREET, NEW YORK CITY 





PRINTERS’ INK 


Those 
Convenient 
Packages... 


—— 9 


Mr. G. J. Medole of the firm of Medole & Son, who conduct a 
printing establishment at 21 Vandewater St., New York City, stated in a re 
cent interview: ‘* We have had some experience with Jonson's Inks, and 
there was one occasion when they didn’t work and Jonson went down in his 
clothes and handed up the money. I was treated squarely by him. We have 
used nearly all of Jonson's colors and are satisfied with them. One great 
satisfaction in dealing with Jonson over other makers is the convenience of 
his packages. His 4 1b. cans of color are just the thing for small jobs and 
they always work right. 1 never had occasion for complaint except the time 
I spoke of, and that time I rather think that the fault was more with the paper 
than the ink.” 


Sometimes I have a dozen or more customers in my office at once, waiting to be serveu 


and they all seem to get satisfaction ou knowledge that any one can buy just the 


untity he needs and get the bo pric When a customer calls on the printer and 


s on a certain color for his thousand billheads or cards, it is a great convenienee to be 
ible to send to my place and buy a \-lb. can for 25 or 50 cents 
My city trade is increasing daily, because cash-paying printers are finding out that they 


j 


buy more and better inks of me for a dollar than of other people for two dollars and a 


If my inks are not found as represented, | am always ready to have them returned and 


refund the money One thing, however, is absolutel c n-——no inks ever go out from my 


hop until I have first got the cash in my fist 
Send for my price list. 


Address 


PRINTERS INK JONSON, 


8 SPRUCE STREET, NEW YORK. 


I sella quarter pound can of Carmine, Brown, Scarlet or Royal Purple for 50 
cents, and a quarter pound can to match any other ink under the sun for 25 cents. 
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«« The largest Sunday circulation in Virginia is credited 
to the Dispatch.”’—-Printers’ Ink, May 8, 1895. 


It has the highest standing in a community celebrated for 
the sociability and intellectual attainments of its people. Its 
daily and weekly circulation enjoy the same distinction. 
What the 


RICHMOND DAILY DISPATCH 


is to Richmond, the 


RICHMOND WEEKLY DISPATCH 


is to the people of the Virginias and Carolinas. By actual 
average the daily’s circulation is 10,349, the Sunday 14,993, 
and the weekly 10,287. 

Richmond is Ripe for Advertisers— Business is Good 
—Rates in the DISPATCH are low. 


J.E. VAN DOREN SPECIAL AGENCY, 


Publishers’ Direct Representatives, 


Tribune Building, New York. Masonic Temple, Chicago. 


VPI SI SGI IIIS IS SIU UU BU 6 SUS BUI uECT 


Advertisers get the most for their money in 
Nebraska by using the 


Nebraska State Journal. 


It goes into every city, town and village in the State, and 
no other one, two or even three new spapers cover the same 
territory so completely. PUBLISHED AT LINCOLN, 
the railroad as well as political, commercial and manufact- 
uring center of the State, it enjoys an exclusive train service 
which is the envy and despair of the Omaha papers. ‘Ten 
trains daily, before 10 a. m., carry the JOURNAL to every 
nook and corner of Nebraska and place its circulation en- 
tirely beyond competition, so much so that the JOURNAL’S 
offer of a year ago to forfeit $200 on proof that its circula- 
tion is not larger than any other morning or evening paper 
in the State finds no _ taker. But the JOURNAL 
does not charge accordingly—considering the amount, dis- 
tribution and character of its circulation, its advertising 
rates are exceptionally low. 


J. E. VAN DOREN SPECIAL AGENCY, 


Publishers’ Direct Representatives, 
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WHAT RIGHT IDEAS DO. 


ADDISON ARCHER INTERVIEWS 
SEYMOUR, PUBLISHER OF THE 
YORK ‘‘EVENING POST’’—IN 
YEARS ‘‘THE EVENING POST’’ HAS 
GAINED 40 PER CENT IN CIRCULA- 
TION AND 70 PER CENT IN ADVER- 
TISING. 


MR. 
NEW 
FIVE 


I have had it in 
time to interview Mr. Seymour, the 
publisher of the New York Lvening 
Post. He is an enterprising young 
man—the youngest newspaper pub- 
lisher in New York City, being but 
thirty-four years of age—and during 
the five years he has been in charge of 
the Evening /'ost that paper has in- 
creased in circulation over 40 per cent, 
and in advertising patronage over 7¢ 
per cent. 

He was awfully busy the day I went 
in to see him. He is a good deal like 
Frank Munsey in one He 
keeps the whole establishment in close 
touch with his desk, from which one 
of those office telephones, that work 
with a cribbage-board arrangement, 


mind a long 


respect. 


leads to every department, while ove 
his desk is a dial arrangement of his 
own invention that automatically or 
electrically, or both, records the exact 


time that the various editions of the 
paper reach the stereotyping room, 
go to press, and are delivered to the 
mail room, and other dials give the 
exact number of copies of the paper 
being turned out by the Zvening Post's 
various presses. While the presses are 
:unning, these indicators keep up a 
constant click, click, turning down the 
tell-tale figures where any one in Mr. 
Seymour’s room can read them at a 
glance. 

‘*T don’t know that every newspaper 
in the country would care to have its 
circulation figures made quite so pub- 
lic,” said Mr. Seymour, ‘‘ but we really 
haven't anything to conceal. Our cir- 
culation is not very large, only about 
25,000—to be exact 24,051, daily aver 
age for 1894"—he added, after con 
sulting the American Newspaper Di- 
rectory. 

‘* All millionaires, I 
Seymour ?”’ 

“NOT ALL MILLIONAIRES. 

‘No, there are not 25,000 million- 
aires in New York City, but our read 
ers are intelligent people and they 
usually have means.” 

‘‘You certainly charge as if they 


did.” 


Mr. 


believe, 


INK. 15 


‘“We charge what is a fair price for 
our space. People who pay that price 
say it is reasonable enough. The man 
who has something to sell that our 
readers really ought to buy will find 
advertising in the Evening Post pays. 
But you cannot deceive our readers. 
They are discriminating buyers, not to 
be caught by anything but the legiti- 
mate advertising of legitimate articles 
That is the only kind we want; the 
only kind we print.” 

‘Then you edit 
columns?” 

‘*Yes, most decidedly I refuse 
thousands of dollars’ worth of finan- 
cial advertising in order to keep our 
pages the sort we ought to print ; and 
yet the Lvening Post carried, during 
1894, 56 per cent more financial ad 
vertising than any other paper in the 
United States, and 140 per cent more 
than any other evening paper.” 

“But I notice the big department 

stores of York the Avening 
Post to advertise bargains in.’’ 
** Advertising bargains in the Zven- 
g Post pays. Established 
whose statements are accepted by the 
readers of New York advertising, find 
an instant response to their bargain ad- 
vertising, for the reason that the readers 
of the Avening Post are just as quick 
to seize good buying opportunities as 
are the readers of any other paper. But 
advertising bargains that are not to be 
relied upon would not pay inthe Zven- 
ing Post.” 

**It is said, Mr. Seymour, that the 
conservative readers of the FLvening 
Post and papers of that higher class do 
not respond as quickly to advertising 
as do the readers of the more popular 
and cheaper priced papers."’ 

ABOUT RESPONDING TO ADS, 

‘‘That depends wholly upon the 
kind of advertising. Take hotel ad- 
vertising. The Lvening Post is ac- 
knowledged to be one of the best—one 
of the very best—hotel papers in the 
United States, and yet the replies to its 
hotel advertising come in slowly. For 
instance, take the experience of C. I 
Wingate, advertising manager of Twi- 
light Park, in the Catskills, for seven 
years and also advertising manager for 
two smaller resorts in Sullivan County. 
He writes that his advertising in the 
Evening Post, Outlook, Nation and 
Churchman brought the best results 
possible, a single advertisement bring- 
ing, sometimes, fifty times its cost ; 
yet, he states, it is the tenth and some- 
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times the twentieth insertion that 
fetches the buyer. It is not reason- 
able to expect that inserting a hotel 
advertisement in any paper—no mat- 
ter how good a paper, nor how allur- 
ing the advertisement—would imme- 
diately fill people with an irresistible 
impulse to leave their homes and fire- 
sides to go and board at that hotel. 
To influence these people in favor of 
any hotel, its ads must appear in the 
papers that are read by the class of 
people that usually patronize a hotel 
of that kind, and must appear continu- 
ously in order to make that impression 
which results in eventual patronage. 
This is true practically of all general 
advertising. The constant reiterating 
of the right statements in regard to 
any article has its effect, and, I believe, 
the effect comes much quicker when 
the advertisements are printed in a 
paper in which people place confi- 
dence.” 
INDORSING THEIR ADS. 

‘* What is said in our advertisements 
is believed by our readers. They 
know we do not print ads which would 
deceive or mislead. They know that 
the fact of our printing an advertise- 
ment is really an indorsement of it. 
That goes a good way in most adver- 
tising, particularly in financial adver- 
tising. Hence, our great care to keep 
our advertising columns where they 
will always enjoy and deserve the con- 
fidence and respect of our readers. 

“‘T am a great believer in doing 
everything possible to make the adver- 
tising pay the advertiser. Typography 
and the way ads are written have a 
good deal to do with this. There isa 
great deal of money wasted ; first, in 
the way ads are set up; and second, 
in the way they are written. Thereis 
a crying need for the application of the 
principles of effective typography to 
the advertising that appears in the col- 
umns of the daily newspaper. Weare 
doing the best we can along that line ; 
I am getting out a new type book now.” 
Here Mr. Seymour opened a copy of 
the Evening Post's morocco-bound 
type-book—called by most people the 
best one issued—and turning its pages, 
said: ‘‘ There is a type that I am go- 
ing to take out of the next edition of 
this book, if I have to slay the man 
that made it,’’ indicating what is called 
‘*Skeleton Antique.’’ ‘‘ We are going 
to pitch it out of the next book, no 
matter what protests are made by the 
cranks that are using it. There is need 
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for a good extended letter. There 
ought to bea department of typography 
in PRINTERS’ INK, by the way.” 

‘“*Do you believe in charging for 
display i 

‘* Quite a number of us donot charge 
for display. Some papers in New York 
claim to and yet really do not.’’ 

CHARGING EXTRA, 

‘‘How about breaking column 
rules ?”’ 

‘* We do charge extra for that.”’ 

**Cuts ?” 

‘*We charge 50 per cent extra for 
taking out the column rules for illus 
trations, and for cuts of type not found 
in our display book, the point being 
with us that the types we select, we 
think, are the best and most tasteful 
If a man wants to invade this territory 
we make him pay for it ; not that we 
wish to make money out of him, but 
that we wish to maintain a high grade 
of typography forthe paper. The 50 
per cent extra usually prevents the 
use of inartistic type.” 

**Do you edit your cuts?” 

‘* Yes, we modify them considerably 
sometimes. We want a cut to look 
as well and to pay the advertiser as 
well as possible.” 

‘* What is your rule about position ?”’ 

NO AD CAN KILL ANOTHER, 

‘*The make-up man does not put an 
advertisement where it will kill any 
other ad. That is one reason why po- 
sition does not count much in the 
Evening Post. The whole paper is 
read.” 

We fell to discussing display type, 
and Mr. Seymour expatiated on the 
type that Mr. Gillam, of Hilton, 
Hughes & Co, has introduced into 
New York and which, by the way, 
Wanamaker has adopted in place. of 
the well-known small pica. 

I do not mean that the new Wana- 
maker type is exactly the Hilton- 
Hughes type, but it would take a micro- 
scopic examination by more of a type 
expert than you will find on an aver- 
age to detect the difference either in 
size or shape. This type is a letter 
without a shoulder ; a very lean letter 
easily read, yet so economical in the 
space it occupies that it carries nearly 
as many letters, line for line, as agate 
while the body is 8-point in 
size, the Evening Post agate being 
only 5 4 -point. 

‘““We put this type in for Mr. 
Gillam,” said Mr. Seymour ; ‘‘in fact 
the Zvening Post has spent as much 
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money as it can possibly find a way to 
spend in the line of practical improve- 
ment. We are putting outa great deal 
more money than we ever did before 
for news matter and editorial matter ; 
and the evening papers are getting 
more advertising than they ever did 
before. They have a profitable place 
in the mind of every advertising man- 
ager whois alert and up to the times. 
NEW ADVERTISING OPPORTUNITIES, 

“The Evening Post has been obliged 
to make repeated enlargement of its 
facilities. Eight years ago we put in 
12 page presses. Four years later we 
had to increase its capacity to 24 pages, 
and we have now ordered new presses 
with a capacity of 32 pages.” 

We fell to talking over the question 
of rates, and Mr. Seymour said : 

NEVER CUT RATES. 

‘* We make no concessions whatever 
to any one. We never cut rates. We 
do not believe in it. It is good for 


everybody to have rates kept up. When 
one paper quotes cut rates it has a ten- 


dency to undermine with the advertiser 
the other papers which do not cut rates. 
The advertiser who has cut 
rates from some papers assumes that all 
papers cut rates. The papers that cut 
rates are constantly at war with the 
agencies. Anagent the other day came 
in bitterly complaining of a paper that 
gives every concession to an agent that 
it possibly can. The agent never knows 
whether he is getting the bottom price 
or not when he deals with cut rate 
papers. The advertising man wants to 
know that he is getting as low a figure 
as any one else gets. A man may pay 
one cent per thousand circulation and 
be paying a iow rate if he is in the 
right paper. High-class circulation is 
worth that. I proved this over and over 
in the placing of advertising myself.”’ 

From this we branched off into type 
again, and Mr. Seymour, looking over 
some of the other papers, « riticised the 
use of the open-face type, to which 
New York advertisers have become s¢ 
addicted since Stern Bros. began to 
use it. 

‘** ‘lhe New York papers are forcing 
too much of this open-face type upon 
their advertisers. If we had a pub- 
lishers’ association in New York we 
could talk these things over among our 
selves. This and lots of other things.” 
A PUBLISHERS’ ASSOCIATION FOR N. Y. 

‘*Then you believe in a publishers’ 
association for New York City, Mr, 
Seymour ?” 


secured 
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‘*VYes, it would enable us to have 
some rules as to who are agents and 
who are not; exclude the sidewalk 
brokers in advertising, and define an 
agent as one who makes his living out 
of advertising, using his own capital 
and having his own recognized business 
and place of business.” 

** Would your association restrict its 
members as to advertising them- 
selves ?”’ 

‘*Not in the least. I believe that a 
newspaper should be permitted to in- 
crease its business by any and all legit- 
imate methods. We put our faith in 
PRINTERS’ INK. It 1s worth more to 
us than any and all mediums combined, 
and PRINTERS’ INK, by the way, ap- 
parently, has a pretty high opinion of 
the Evening /ost from what it has said 
of us from time totime. To PRINTERS’ 
INK we are indebted for the compli- 
mentary statement so often quoted, that 
an advertiser who will but one 
evening paper in New York City will, 
nine times out of ten, act wisely in se- 
lecting the Evening /ost. 

I asked Mr. Seymour whether there 
was still a demand for the high-toned, 
literary kind of a paper that William 
Cullen Bryant aimed to make the Zven- 
ine Post, 

‘*T think there is an increasing de- 
mand for a paper of the best kind,” 
replied Mr. Seymour. ‘‘I think there 
is an increase in the intelligence of the 
people of the right kind, and they 
want papers that are edited for them. 
There is a growing demand for a first- 
class, independent paper, politically 
and every other way.”’ 

Now, let me say, personally, in 
closing, that if every publisher in the 
United States would take the same 
amount of personal interest in the suc- 
of those who advertise in the 
columns of their publications ; would 
study type and type treatment ; would 
keep themselves constantly open to sug- 
gestions and any information bearing 
upon their enterprise wherever they 
could find it, in the way that this mod- 
est young publisher, who is helping to 
make the Zvening Post such a success, 
it would be a good thing all around 
and I notice, by the way, that the other 
young publishers—and old publishers, 
too, for that matter—who have made a 
success, have made it by assuming just 
this studious, earnest attitude toward 
the great advertising world from which 
they draw their financial life-blood. 
ADDISON ARCHER, 
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\HERE’S a leak in your 
advertising. Of course 


you don’t know where 
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it is, or you would stop it. 


It is our business to find 





business leaks. It is our 


business to know when there 
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is a hole in your advertising 
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system. Consult us about 
your advertising, and we will 
tell you where your mistakes 


have been—we will submit a 
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plan and estimate and copy 
for a system of advertising 
that has no weak spots. No 


a matter who you are, or where 


you are—how much or how little 





S 


advertising you are doing—we 

have knowledge and _ facilities 

that will be valuable to you. 
Write to us about it. 


The GEO. P. ROWELL 
ADVERTISING CO., “SO 


10 Spruce Street, 
New York. 
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THE PRIZE ADVERTISEMENT 


FIFTEENTH WEEK—LASTt WEEK BUT 
FOUR. 


In the fifteenth week of the com- 
petition for the PRINTERS’ INK Vase, 
thirty-eight advertisements were re- 
ceived in time for consideration and 
report in this issue of PRINTERS’ INK. 
Of all these the one here reproduced 
is thought to be the best. ‘ 

This advertisement was written by 
Mr. Octavus Cohen, of New York 
City, and appeared in the North Star, of 
Westfield, Mass., for November. In the 
original it occupied 23x10 inches. In 
accordance with the original offer, a 
coupon entitling the holder to a _paid- 
in-advance subscription to PRINTERS’ 
INK from date of presentation to Jan. 
I, 1901, the beginning of the twentieth 
century, has been sent to Mr. Cohen, 
and a second coupon of the same class 
was also sent to the advertising mana- 
ger of the North Star. 

Mr. Cohen’s advertisement will be 
placed on file and have further ccn- 
sideration December next, as promised 
in the terms of the competition set 
forth in the 76-page pamphlet prepared 
for the purpose of fully conveying the 
particulars and conditions of the com- 
petition for the PRINTERS’ INK Vase 
The pamphlet will be sent to any ad- 
dress on application. 

The thirty-seven unsuccessful com- 
petitors passed upon this week each 
received a coupon good for one year’s 
subscription to PRINTERS’ INK, and 
have to be content with this very mod- 
erate compensation for the effort put 
forth. Each one, however, may find 
satisfaction in knowing that, although 
he failed to take first place this week, 
four more opportunities are still open to 
him, if he chooses to repeat his effort. 

ANY PRINTER CAN DO IT. 

In the course of time a large manufactur- 
ing or wholesale house accumulates a quantity 
of postal cards that have never been used, but 
that have printed addresses on them. There 
is now a firm which makes a business of col- 
lecting these. They cover the addresses first 
with ink, then bronze this over, and, if re- 
quired, will print new addresses on the bronz- 
ing and return them at the net price of about 
half a cent each on large lots. The other 
ow! cent is saved the customer.—Chicago 


Tribune. 
a 
MERcHaNTS who have doubted the wisdom 
of spending money in advertising are largely 
employed as clerks in the stores of the men 
who celebrated their stocks through the 
press.—Fourth Estate. 
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THE MAN WHO SAWS wooD 


y And says nothing is gen- 


erally regarded as the 
f— model of diligence and 
| ~\dogged perseverance 
i He usually makes a 
——_ living, sometimes man 
ages to lay by a little 
for as rainy day; and if 
he encounters no seri 
ous ill-luck, may some 
day become the happy 
possessor of an humble 


little cottage; but 


The Man Who Blows His Horn 


With discretion and 
telligence, ws the fel 
who ues Linll 
esses, and im tme ef 
vances from poverty to 
until, eveptual 
¢ relifes to spend 


Jechning years in a 


mansion. Judicious ac 


ness horn-blowing, 3 
you may be 


master in 


studying 


Printe rs’ “Jnk, 


A weekly journal, of convenient form, for 
live men who desire to make every cent ex 
pended for advertising do ms full duty 

If you are a shrewd advertiser, you are a 
subscriber; if you are got, you should be 

The brightest men ig the advertising and 
business worlds contribute to Paixtrres’ Ivk, 
and also acknowledge their indeltitedness to it 
for many valuable suggestions. It is, par 


excelle: ce, 


THE CLEARING HOUSE 
FOR BUSINESS IDEAS. 


Sample Copy Free. Subscription Price NOW. 
$2.00 a year for as long as you like 
Alter Jan. fst, 1896, $5.00 a year 


PRINTERS’ INK, 


NEW YORK. 
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Charles Austin Bates 


Plans, Advice, Writing and Illustrating for Advertisers. 


1411-12-13 Vanderbilt Bldg., N. Y. 


Clothing Ads 


I have had a great deal of successful! ex 
perience in writing ads for retail clothing men. I have a lot of 
suitable stock cuts to use in the ads I write. I don’t know of a 
single clothier for whom I have worked who was dissatisfied with 
what he got. I will write and illustrate 13 retail clothing ads for 
$20. If the cash comes with the order | will send /ree ready-made 
cupy and illustration for an eight-page booklet. On receipt of $3 
I will send 4 sample ads and 4 cuts. If you take this offer you can’t 
have the booklet. If you take the free booklet you can’t have tl 
samples at the price quoted. These offers are made solely to secur 
new clients. They are not open to any one who has ever had my 
work before. 


Grocery Ads 


The grocery business affords a pleasant field 
for effective ad-writing. I have more than fifty grocers on my 
list of clients, and I don’t know of a man in the lot who is not 
pear with what I doforhim. Any retail grocer who will send me 


3 will receive 4 ads and 4 cuts to fit his business. If he likes these he 
may then make a yearly arrangement for a fresh illustrated ad 
every day or every week. Weekly illustrated ads cost $6 a month 
Daily illustrated ads cost $30 a month. 

Any grocer who will send me $20 shall receive at once 13 ads and 
13 cuts—enough to give a fresh ad once a week for 3 months, and I 
will also send him absolutely free copy and cut for an attractive 
booklet that will help his business. 


Drug Ads 


I can give any retail druggist ads that he will like ont 
that will be effective. On receipt of $3 I will send 4 sample ads 
and 4 attractive illustrations. f these are satisfactory shall 
naturally expect further business at my regular prices. I furnish a 
yearly service of illustrated ads at the rate of $6 per month for 
weekly changes, $30 a month for daily changes. 

If you send me $20 I will send 13 ads and 13 cuts, and give you 
free copy and one illustration for an attractive booklet about your 
business. 


The stock of a jewelry store will furnis! 


themes for a thousand good ads. I like to write jewelry ads, and 
I have hundreds of good cuts with which to illustrate them. What 
I offer is not an ordinary “ syndicate "’ service. 1! give you ads t 

fit your business. If you think any of them don’t “ fit ’’ send them 
back for correction. I always say this in sending the ads out. It 
is seldom, indeed, that the ads fail to fit the first time. I charge 
retail jewelers $6 a month for weekly illustrated ads on yearly con 
tract—$30 a month for daily changes. Any jeweler who has never 
seen any of my work in his line may have 4 ads and 4 cuts if he 
will send me $3. This is practically one month’ s trial at half price ; 
13 ads and 13 cuts for $20, and, if cash comes with the order, copy 
for an eight-page bouklet, to be printed and put in pac kage or 
otherwise distributed, will be sent absolutely free. 
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WHICH IS IT, WICKEDNESS OR 


ABILITY ? 


The National Stockman and Farmer, 
an excellent agricultural journal, issued 
at Pittsburg, Pa., takes serious excep- 
tion to a shrewd arrangement which is 
proposed to leading newspapers by on« 
of the greatest of the general adver- 
tising agencies, and which is expresse« 
in the following form of agreement, 
said to be an actual copy : 


NTRACT. 

Agreement made this [date to be filled in 
here], between [fill in here name of the pa 
per], party of the first part and N. W. Ayer 
& Son, of Philadelphia, party of the second 
part 

In consideration of the party of the second 
part agreeing to use their best efforts to se 
cure business for the publications of the 
party of the first part the party of the first 
part hereby agrees to allow the party of tl 
second part a commission of twenty-six (2 
per cent on all their publications, a 
allow other i mmission 
more than fifteen (15) per cent 

All orders from the party of 
part are to be sent at fifteen ( 
commission, and all bills are to | i 
by the party of the first part at fifteen (15) 
per cent commission, the difference between 
fifteen and twenty-six (26) per 
cent to be repaid by party of the first part 
whenever settlement is received for each bill 


agencies a < 


(15) per cent 


rendered 

This agreement is to continue in force 
three years from this date, and ind 1itely 
thereafter, subject to cancellation on ninety 
days’ notice from either party 


efir 


A representative of the National 
Stockman and Farme PRINT- 
ERS’ INK that Mr. Bradford, the 
tracting man of Ayer’s l 
him that in each and every case where 
an advertisement of Cottolene, Gold 
Dust Washing Powder, Clairette Soap 
or the N. K. Fairbank Company is seen 
in an agricultural publication, it may 
be ‘set down as an absolute certainty 
that the publisher of that paper has 
signed and entered into this arrange- 
ment. The Pittsburg paper 
that this plan leads to a practice of 
substitutions on the part of a general 


assures 
con- 


agency, 


asserts 


advertising agency that is worse than 
any known in the patent medicine field, 
and that when an advertising agency 
tries to substitute some other paper for 
one that is well known, or tries in any 
way to get the latter off the list, it is 
time advertisers should investigate, be- 
cause in nine times out of ten the ad- 
vertiser is being sacrificed. It also 
takes occasion to say that not only the 
‘big’’ agency in Philadelphia, but a 
**little” agency in Cincinnati, and pos- 
sibly another elsewhere, have recently 
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been doing this with the Vationa/ Stock- 
man and Farmer, and that in the case 


of the ‘‘big” one it is because this 


well-known paper has refused to sign 


said ‘‘ big 


contract. 


yency’s infamous rebate 
Advertisers are invited to 
address the National Stockman and 
Farmers Pittsburg office for a copy of 
said contract and then, it is said, they 
will understand the evil. In the case 
of the ‘‘little’’ agency, says the Stock- 
man and Far mer, 1 18 only a case of 
‘little and no credit,’’ and it 
closes its published statement with an 
appeal to advertisers to ‘‘ keep an eye 
on the ‘little’ one and both eyes on 
the ‘ one. It will pay you to do 
so.” It is not quite plain to PRINTERS’ 
INK just where the alleged wickedness 
comes in. Big fish have always madea 
practice of eating up little ones, and the 
celebrated Murat Halstead is quoted, 
in referring to the practice, as saying, 
on one occasion, ‘‘ It serves them right! 
They no to be little 
fishes.’’ Without doubt the great adver- 
tising agencies do obtain some advan- 
tages that smaller ones fail to secure. 
Whether the plan here outlined is an 
objectionable or a praiseworthy form 
of accomplishing this result PRINTERS’ 
INK will not, at this time, attempt to 
determine. 


cash 


big’ 


have business 
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ECLECTIC PUBLICATIONS. 
‘By Oscar Herzberg. 

Never before in the history of the 
United States has so much literature 
more accurately, literary matter 
been produced. Much of it is excel- 
lent, and of a character that the wide- 
awake reader cannot afford to miss, 
It is scattered, however, in a multitude 
of books and magazines, and even the 
of considerable leisure 
would not suffice to find, much less to 
read, what it is necessary to read for 
one to keep in touch with the times. 
To obviate this difficulty a number of 
eclectic magazines have arisen. These 
cull for us the best written things of 
the day, and enable one to keep in the 
van with the minimum of expense and 
effort. 

The Review of Reviews easily leads 
this class, it being the most ‘‘ many- 
sided.” It has a department wherein 
the happenings for each month are dis- 
cussed; it contains a few special 
articles further amplifying these hap- 
penings ; it gives a record of daily 
events ; a selection from the month’s 


or, 


possession 
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caricature ; gives a list of the contents 
of all the magazines, and copious ex- 
tracts from the leading articles, as well 
as a bibliographical index for the 
month, containing a concise notice of 
what each book contains. The circula- 
tion probably exceeds one hundred 
thousand copies per inonth. 

Those who are more interested in 
books and literature, as literature, find 
Current Literature to their taste. It 
gives selected chapters from all the 
leading current novels, with much 
literary gossip. Its selection of poetry 
is always notable. The 

eviews and Current Literature, taken 
together, furnish an outlook upon the 
world’s monthly progress that cannot 
be surpassed. The circulation of the 
latter is possibly fifteen to twenty 
thousand. 

Public Opinion, published weekly in 
New York, gives extracts from all the 
principal newspapers, most of them 
upon the political news and issues of 
the hour. Its field is somewhat limit- 
ed, but it covers it thoroughly. The 
circulation given by the American 
Newspaper Directory is ‘‘ exceeding 
twelve thousand five hundred.’’ 

The Literary Digest, a New York 
weekly, aims to cover the whole field 
of current thought and opinion, and 
does it well. The reader must, how- 
ever, take the fare provided for him, 
as this publication does not supply any 
extended indexes, etc., to other pub- 
lications. The Literary Digest is not 
run on as popular lines as many of the 
others ; it is more solid, which has en- 
abled it to build up a constituency 
somewhat dissimilar from _ theirs. 
(Circulation possibly seven thousand 
five hundred.) 

Littell’s Living Age 
weekly publication, costing $8 per 
year, and gives one an insight into 
everything published in England. It 
has not a large circulation, the price 
being so high and the amount of read- 
ing supplied being so much in excess 
of what the ordinary man finds time 
to digest. (Circulation perhaps four 
thousand.) 

An eclectic magazine is valuable as 
an advertising medium because its 
readers usually take no other publica- 
tion, depending upon the one to keep 
them ‘‘ up-to-date.” The one taken is 
read thoroughly by the busy merchant 
or professional man, who is of the class 
that advertisers find it most profitable 
to cultivate, 


is a ponderous 
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DENTAL ADVERTISING. 

“* There is one thing in dentists advertising 
of which I do not approve,” said a dentist, 

‘and that is the use of a set of teeth, entire ly 
detached, as an illustration in newspaper an- 
nouncements. The teeth look uncanny with- 
out proper environment. A doctor might as 
well use a stomach as the insignia of his call 
ing. It would deter people ‘from the phy- 
sician, and I think it } a. rs people from the 
dentist. 

“The use of a set of 
the name and address « 
it, is still the way most 
Such a method certainly does n 
tomer of a man who previously 
tended to become one, which is the 
art in advertising. 

**Few people have any conception of how 
great care the teeth require. A dentist sh« uld 
be visited about twice a year by everybody. 
How few do so! It is the dentist’s province 
to make these facts patent to the people. The 
mere name in a newspaper will not bring even 
the man racked with a toothache, for this man 
rushes off to the nearest dentist. 

*“*Common sense talks on the care of the 
teeth are what is necessary. They can a 
complish wonders. Take the case of the der- 
matologist. Until Dr Woodbury began to 
advertise his business in a scientific manner 
the majority of the people patronized der- 
matologists very little, and were content to 
go about with facial « ieformities to the end of 
their days, simply because they knew o 
agency to relieve them. To-day the 
tologist is as extensively patronized 
family doctor. In the future the dentist wi r 
be as widely patronized as either, as the re 
sult of judicious advertising. 

‘There are certain things i in dental prac 
tice that can be made subjects of interesting 
ads. For instance, people see a statement 
that teeth will be extracted without 
without the use of gas. ‘ew believe it. 
the ad! gave some idea of local anzsthetics 
they would, Again, artificial teeth are of 
such various qualities that the dentist who 
does good work ae show in his ads where- 
in his work exce 

* Here, as eve rywhe re else, the ad writer is 
almost a necessity Unhampe red by pr 
fessional knowledge, he can make things 
clearer to the public than can the dentist 
himself, to whom everything is so very plain 
that his ads are apt to lack vital information 

oz. c. 
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THE ADVERTISEMENT WRITER, 
The successful advertisement writer must 
be more in a dry goods store than a mere dry 


goods man. Executive ability, a knowledg« 
of the wants of the people, and the educatio 
necessary to write good English, are qualifi 
cations that are absolutely necessary. Th 
results of good advertising are almost incal 
culable, and the remuneration for good work 
is in proportion. In no other country has 
this peculiar profession been utilized or de 
veloped in a like degree.— Dry Goods Econ: 
mist. 
- > 

HONEST PAPERS SUFFER, 

The affidavit editors who are employed in 
certain newspaper offices to perjure them 
selves as to circulation figures do more to de- 
grade newspapers in the eyes of advertisers 
than any other one factor, and they should 
be summarily suppressed. Honest newspa 
pers have no use for liars, yet they suffer 
from the action of such scoundrels.—News. 


paper Maker. 
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MODERN 
If our forefathers « 
modern business meth 
first conclude that modern mer 
were mad as March After they 
become thoroughly acquainted with the 
nificent systems which are used by our 
railroad corporations and trusts, they would 
conclude that the age was an age 
The machinery of business has kept 
with the improved machinery of our 
Indeed, the merchant of to-day avails 
little machinery in the conduct of |} 
day office work Patented systems of « 
of duplicating, wonderful letter 
hundreds of neat aids to office w have 
multiplied very fast during the past few 
years. The Graphophone has gone into act 
Ive use in 
chant can ¢ 
machine 
cylinder, from 
typewriter « 
, “he marvel us 
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ae vel 
business show more 
of advertising than in st 
Vast s f money are uppare n 
away in this direction. When a 
mercial house spends two hundres 
iring a single year in new sp iper ad 
vertising, there is nothing in the ic 
at the of the year which will represent 
the outlay The papers have inted, 
distributed, read and again reduced to pulp 
in the paper mill while the merchant’s good 
money has been paid to the publishers Pru 
dent men, even of the present generation, 
hardly comprehend it. Thousands shake 
their heads, and invest their money in 
bricks and mortar, feeling assured that they 
can depend on possessions which they see 
rather than invest their money in building 
up something which to them seems visi 
A true philosopher of the olden time put 
over his d ir the leg ge nd, Things invisible 
deceive mn The and builders of 
his day passees at him as they their 
ld and reared their solid dings gut 
a had Scripture for his warrant, and modern 
advertisers are the direct followers of 
philoso phy He labored men that 
gold might be stolen, buildings might burn, 
substantial possessions turn to dust and 
appointment, while skill, education and char- 
acter, though invisible, could not be stolen 
nor de stroyed. The modern advertiser g 
much further and proves conclusively that a 
mere name may be worth a million if it is 
wel ll known and well respected 
‘What's in a name?” finds for 
in the pe ee of daily 
shrewd school boy, puz 
companions by daring them to foal 
leaning in seven letters, and then 
by spelling Sapolio, must have recognized 
the intimate connection between these tw: 
ideas which has been built up by a 
penditure of money The five letters, 
’.e-a-r-s, though valueless singly, are worth 
hundreds of thousands of dollars when used 
in « jaqecten with soap. The printed 
ter, painted signs, and countless devices to 
make the name popular pass away annually, 
almost as fast as they are paid for; but if 
prope rly managed, the trade name accumu- 
lates and carries forward the value a per- 
manent investment. An article of real worth, 
clearly named and widely made known to the 
public, is sure of a brilliant success 
Such an investment as a trade-name 
no fire insurance ® and cannot secre tly be con- 
veyed to Canada. If tampered with or in 
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fringed upon, it must be done and 
modern law with each succeeding year recog 
nizes more forcil than befote the of 
trade-n owners, and punishes with greater 
attempts at infringement An at 
is always despicable. Yet al 

ry of trade furnishes no in 

ally succéssful imitation, 
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THE SOUL OF BREVITY 
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Europe led to 
ain 1492. Con- 
rial claims, and parental ani- 
lved English, French and Span 
nists in wars, culminating in English 
remacy in 1763. England’s oppression 
alienated colonial affection, induced 
tion, hastened independence. Common cause 
and danger begat colonial union; the weak 
ness of the confederation demanded a federal 
republic Party differences te mpere d legis 
lation slavery precipitated civil 
strife, secession, emancipation Federal au 
thority reorganization succeeded, 
Religious freedom, an unmuzzled in 
vention, internal improvement and universal 
education to pro sperity at 
home 
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THE VALUE OF CLE ANLINES 

The appearance of anything to be sold 
as much to do with the sale as the actual 
trinsic value of the article itself. 

Oatmeal is just as wholesome 
clean inside of a well-sealed package if the 
flies have been running over the package 
until the printed matter on it can hardly be 
read, but the public, which will not think 
much anyway, imagines that the oatmeal is 
dirty 

It is just as essential, so far as selling is 
concerned, to have the package clean 
have the goods inside clean 

There is many a drug store with a dirty 
fountain, and yet the syrups are as pure as 
can be, and the glasses always bright, but the 
dirty fountain makes people think that the 
syrups are dirty, that the glasses are dirty, 
that everything is dirty, and if the public 
think so the man must clean up his A oe ain 
if he wants t » eel soda.—N. C. Fow/er, Jr. 
anal 
A MUSICIAN’S ad should sound well. 
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BOSTON BUBBLES. 
Editor of Printers’ Ink: 

One of White’s large windows was recent- 
ly filled with a unique display of ‘‘ Messenger 
Shoes.” In the center a correctly uniformed 
figure of a messenger was placed, the attitude 
being the familiar but greatly idealized one 
of “‘haste.’”’ It attracted attention of course, 
but I doubt if the sales caused were*as great 
as if the display had been one that appealed, 
with more directness, to the passers- oy, 

The Paine Furniture Co., with the begin- 
ning of the college year, advertised for Har- 
vard trade. One of their ads was written in 
the vernacular of the street. The opening 
sentences introduced the manner of expres- 
sion that was used throughout the ad. It 
began, ‘“‘ One moment, ’99! We want to open 
our face to you about our dormitory outfits.”’ 
I don’t aaow whether it ‘‘ took,” but soon 
after H. Plimpton & Co. appeared with 
an ad that ie have been written by he him- 
mie Fadden himself. The word, ay 
in display type, drew the eye. It was allow | 
by, “* Youse fellers! Youse Harvard College 
fellers!”’ etc., etc., closing with the celebrated 
“Wot t’ell!”” The ad was com sleted by a 
dignified letter addressed, ‘* To the Students 
of Harvard University,” which gave reasons 
for using such language and referred to the 
Paine people in a sarcastic manner. 

Jineburg assists his endeavors to 
secure ads for the electric cars by means of 
this quotation: ‘* Sounds which address the 
ear are lost, and die in one short hour, but 
that which meets the eye lives long upon the 
mind.”” 

The American Tobacco Co. have been ad- 
vertising their Piper Heidsieck brand of chew- 
ing tobacco by placing in the windows of 
many of our cigar stores a figure costumed a 
la “* The New Woman.” The hand holds a 
tobacco pouch, accompanied by a placard, 
which states that ten tags are necessary to 
secure a similar pouch. 

The new Ivory Soap street car ads are 
causing much complimentary comment. They 
and the S. H. & M. ads are the best that are 
appearing in our cars at present. 

Henry Kuuns. 


tensile 
A PROTEST. 
New York, Nov. 7, 1895. 
Editor of Prixters’ Ink: 
I think the article of W. J. Kinsley on 
“Your Money Back if You Want It,”’ in your 


issue of Nov. 6th, is one-sided. Because 
Rogers, Peet & Co. offer to do an unreason- 
able thing for the advertising value there is 
in it, that fact is no reason why all store- 
keepers should do the same. In fact, such a 
method of procedure would be ruinous to 
mee oly putting them at the mercy of 
dishonest customers, who might want clothes 
for a special occasion, and would then return 
them without explanation after having used 
them. It does not appear from Mr. Kinsley’s 
article that either Daniells or Woolf adver- 
tise your money back if you want it. The 
article raises the interesting question as to 
what adealer means when he “ warrants ”’ an 
article. Does it mean that he will take it 
back if found unsatisfactory, and, if so, what 
constitutes cause of dissatisfaction? Mr. 
Kinsley is unfair and unjust to Daniells & 
Sons and Woolf & Co. Printers’ Ink ought 
not to print such stuff. Respectfully, 
Fair Pray. 
oo ide 

Tue ad-smith may prepare good matter, 

but we must go to the artist for drawing ads. 


IN CHICAGO 
Cuicaco, Oct. 29, 1895. 
Editor of Printers’ INK: 

The window decorations of the big stores 
here are, fc r the most part, marvels of beauty. 
Siegel, Cooper’s store, extending as it does 
for a whole block, has enough windows for a 
dozen ordinary concerns, but every one is as 
carefully dressed as though it were the only 
one. A well-arranged and beautiful « anopy 
of white handkerchiefs, under which was 
seated a life-sized doll, was the recent ar 
rangement of one window, while their dental 
department was in full operation in another 
for a few days 

A novel method of displaying books is to 
be seen in one of F. H. Revell Company's 
windows. Peloubet’s Notes for 1896 are piled 
up in a spiral, two deep, to the height of six 
feet. Their not falling creates wonder. 

A meat shop, just off State street, has at- 
tracted people lately on account of the fine 
displa of fresh meats in its windows. That 
in Reelf was new, but this op the proprie- 
tor has increased his trade | »y displaying on 
the outside of his place large signs, such as 

** Be wise ! 
Good meats give health, 
Bought cheap make we alth. 
Get both here.”’ 

* Life is worth living if you eat our meat. 

A cigar stand on LaSalle street has the fol- 
lowing signs: 

“* By helping us you are helping yourself. 
Our 8-cent cigar takes the pudding.” 

“Shake, smokers, shake. We are your 
friends. Come in and see why.” 

“We are saving the lives of the cigarette 
fiends and no joke about it either. Since 
the introduction of our « igarettes, the death 
rate has decreased in Chicago. 

Geo. E. Kipp 
——— or 
BUFFALO BUDGET, 
Editor of Printers’ INK: 

A novel sale was instituted this week by 
the Peter Paul Book Co, It was announced 
that every book in their store wrapped in a 
pink paper cover would be sold at 25 cents, 
in blue at 35 cents and yellow at 50 cents 
One could tell at a glance the price of any of 
the bargain books. 

An opening of a large clothing emporium 
was celebrated this week by oe sending up 
from the roof of the building of a dozen ors 
inflated balloons, attached to each a ticket 
entitling the person finding it to a suit or 
overcoat on presentation. 

** Standing room only ”’is a sign sometimes 
hung out at the theaters when every seat in 
the house is sold, and the Buffalo papers 
have to hang out a similar sign refusing ad 
vertising. This happens but once a week, 
and is occasioned by the making of Friday a 
general bargain day. All the merchants 
want to get in the papers of the day before. 
One Thursday lately the 7%mes had its sign 
hanging out as early as 8.30 a. m., reading 
““No more advertising received for to-day’s 
Times.” 

The hackneyed sign you hav e seen so much, 
reading: “* Closing out sale,’’ has had its in 
ning, and we now have a prettier and more 
impressive one, ‘‘ Good- by sale.” Some 
times adaptations in this line are laughable 
One of our leading restaurants has this hang 
ing on its outer walls: ‘* Meals while you 
wait. Marciz BowMan. 
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A Liquor ad should stimulate trade. 
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ABOUT SCHEMES. 
Editor of Printers’ Ink: 
It is apparent to any one 
that there are very few fluent talkers travel 
ing on their wits and working advertising 
dges nowadays. Here are a few of t 
tricks that used to “* go”’ 
rhe first reasonable 
ing-glass trick It 
ordinary wall mirror, 
from the frame and putting in front 
common window pane of the same size, 
replacing them both in the frame, not f 
getting to slip two or three business cards 
between the glasses. The man of many 
would then start t, and very few 
men there who would 
he contrived to show the 
uick When he hax 


f cards all ar glass it w 


quick to observe 


scheme was the 


was done by taking 


removing the 


words 
smart business were 
silver. 

und the 


net him nearly $1roo, and he could well af 
hotel in the town a present of 


to 
nirror 

An old timer printed ads on bags—the 
paper wrap 
ceries. The first thing 
was to get the bags 
and without pay or price 
willingly furnish them have thei 
name in one The dry goods, clothir 
and other merchants would each pay him ¢, 
apiece for the other fourteen a and all 
a was out was $4 for the printing and a few 

ords. On one occasion the way it 

1¢ was this: The “dummy” was made of 

ne-sixth sheet of tag board, and in the 
center was a small square of sandpaper and 
the ads around it. tthe : idea was to put them 
in the rooms of hotels to strike matches on 
and to keep the walls from being marred. 
The ads were easily obtained 

By all odds the slickest scheme ever thought 
of first saw the light in a city on the Missis- 
sippi River. The modus operandi was to 
yrint an advertisement in very small hair 
fine type across writing paper in the place of 
the faint ruled lines to write on. It was the 
way in which it was worked that was wicked 
The contracts read : ** We agree to pay $1 per 
1,000 for a one-line advertisement on each 
1,000 printed,’’ and the ommenced to 
print, and they would have been printing yet 
had not the gullible merchants bought the 
fellow off. M. B. 

a 
STRENGTH IN UNITY. 
Editor of Printers’ Ink: 

There has been such an excess of program 
imposition that business men everywhere are 
bitterly ce mplaining of it, and, while they 
denounce it as an impo sition nothi ing short of 
blackmail, they claim to have no remedy. 
But there is a remedy. In the smaller cities 
business men should unite and uniformly and 
pe rsistently refuse to insert an advertisement 
in any program or souvenir whatever. Me 
chants are known to have tried this meth od 
single-handed, but it’s a dangerous po licy, and 
in union only is there safety and strength 
There can be no half-way methods—no going 
into one and staying out of another. Bar 
all, 
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Tuere is an absolute necessity for ad- 
vertising ; there is great eagerness to com- 
pete for attention, and no one gets it unless it 
is by giving, as it were, so many strokes of 
the hammer, one after the other, to compel 
the people to notice what is going on.—W. 
E. Gladstone. 


JUXTAPOSITION. 
CLEVELAN Oct. 
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WON'T do "4 work 
214 Senecs 


South * 


CARR, prompt printer 


it all the more 1e point. The make up 
man on the veland Recorder ought to have 
a cigar on u irely. Horace E, Carr. 
+--+ 
ILLUSTRATION ADVERTISING. 
Prot 


j 


ably no branch of art has made more 
rapid advancement within the past fifty years 
than illustration. Until very recently com- 
paratively few papers or magazines had any 
pictures at all, while now adays they seem 
almost as essential as the reading matter, and 
more and more are all periodicals making use 
of this access to public favor. 

As the field for newspaper work broadens, 
the number of artists taking this as their 
increases, and each day the com- 

mes fiercer. With the intro- 
advertising, the poor 
that up for a“ pot 
to help tide over a 
leted and his fine 
sell. It has been consid- 
aning for one who is mar- 

compelled, for the sake 

leave the sublime, and 
» the ridiculous, but the com- 
mo nplace, and evol advertisement fi 
“the best toilet soap on earth,’ or behine 
instead of producing some Madonna 
or Parnassus. But stern necessity often bids 
us do that which is neither agreeable or 
pleasant, and for this very reason the art in 
advertising to-day is largely of the better 
class and tends to elevate the public taste. 

Custom surmounts disfavor. Since 
many first-class artists taking up ad- 
vertising, it is beginning to be more kindly 
looked upon. We the name of Frank O 
Small in the corner of a drawing introducing 
a new skirt binding, while Mente, Irving R. 
Wiles and Smedley do not hesitate to place 
their signatures in pictures advertising Ar- 
mour’s Beef Extract or a fishing pole.— 7he 
Southwestern Colle gian 


A GREAT MISTAKE, 


Retailers would think it very strange if 
wholesalers should send to them traveling 
salesmen shabbily dressed, who only in- 
dulged in a new suit once every two or three 
years, who presented a very untidy and al- 
most repulsive appearance, and who could 
only show goods in an indifferent sort of a 
way ard name prices. There is a certain 
snap and an indefinable atmosphere about 
the up-t >date, enterprising, successful travel- 
ing salesman that makes itself manifest the 
moment he enters a store; and yet, judging 
from some of the samples of their handiwork 
we have noticed from time to time, many re- 
tailers do not reaily know a good ’advertise- 
ment. They let their trade announcement in 
their local paper run along displayed in the 
same type, and with the same wording, or 
nearly so, from week to week, from month 
to month, and even from year to year. This 
is a great mistake. The newspaper adver- 
tisement is the retailer's traveling salesman, 
and he should govern it accordingly.— Stoves 
and Hardware Reporter, 
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SENSATIONAL ADVERTISING. 


Is sensational advertising profitable 
otherwise? The answer depends upon who 
does it and where it is done. * Scare’’ head 
lines are much used by the patent medicine 
men, and they claim that they pay, but as 
most of their customers belong to the rural 
districts this is not to be wondered at. Coun- 
try papers are filled with this kind of ads, 
but the advertisers know better than to try 
the same style in big cities 

Personally I am averse to all kinds of sen- 

sational advertising outside of the circus 
business—in which it seems to be a s/me gua 
non—but sometimes a really clever sensation 
al ad will catch me sufficiently to make me 
remember it, and often it has induced me to 
buy 

rhey say that patent medicine 
must be sensational in order t 
I don’t believe it. The same people say that 
most of human ills are imaginz ary, and these 
ads are designed to feed the imaginatic 
That's a bad admission for the quality or ~ 
ficacy of a medicine. If the standard remedies 
did not do more than cure imaginary ills 
they would not have the sale they have to 
day. A really good medicine can be adver 
tised respectably, and in a dignifie d manner 
oa any hints about “Snatched From 
The Grave!” or “* Back from the Jaws of 
Death!” T his, the present running neat and 
cleanly series of Ripans Tabules ads abun- 
dantly prove. There is nothing sensational 
about them—no scare he adings: but no doubt 
they “ get there all the same 

A Brooklyn furniture dealer, named Mc- 
Enery, has been using some “ scare’’ head 
ings in his ads of late, and though | do not 
think that such sensational matter will help 
his trade, 1 am told that, in his particular 
locality, that style of advertising is the only 
one that draws business. It is sufficiently 
startling to attract immediate attention, and 
possibly clever enough to merit mention in 
Printers’ Ink. I have no space to quote the 
ads in full. 1 merely intend to give a few of 
the headings. 

Just imagine the “turn” a Brooklynite 
would get when he read the following : 


MURDER IN MYRTLE AVENUE! 


It’s a regular cold blooded slaughter—that’s 
what it is. Prices ruthlessly cut down in all 
departments of McEnery’s Furniture and 
Carpet Store, etc., etc. 


or 


advertising 
succeed, but 








Another read: 


FIRE INAFURNITURE STORE! 


No smoke—no flame—little damage—but 
we’re just firing out our superfluous stock, 
that’s all. We want it “put out” right 
paleo etc,, etc. 





Then comes another one of a different class: 


‘Another Brooklyn Scandal ! 


Everybody says that it is perfectly scan- 
dalous for us to sell furniture as cheaply as 
we do. It doesn’t give the other dex ae a 
chance. That’s all right! We're not in busi- 
ness to please other dealers, only the public, 
etc., etc. 


Mr. McEnery has a new “ sensation ” every 
week, and it is likely that he may find his 
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style profitable, but, if so, it 
ads are fitted to his locality, and 
count of their elegance The 
specially prepared for him by the‘ 
Attractive Advertising Company,”’ which, 
must confess, I never heard of until now 
Joun C, GRAHAM. 
ae 


PUBLISHING CITY COUNCIL 


In Boston, a few days ago, 
an item in one of the evening papers which 
to me seemed somewhat curious. It was t 
the effect that bills had been received 
city hall for ? ne the procee 
the meetings of the City Council, and t 
the bid of one of the morning journ 
whose owners were willing to undertake 
work for $9,500 a year, had been accepted 
I was a little concerned t the nature 
the service rendered for mt 
large payment from the city tre 
turned up the files, and found 
day following the last meeting 
Council, there was pub lished a 
proceedings extending to 
umns. It was evidently a 
been prepared, not by the newspaper's own 
reporters, but by the minuting clerk of the 
council, with the aid of or three short 
hand writers. The report in a f 
ion which printers would des« 
the whole page was marked by 
of cross-head-lines and other devices f 
the reporters’ printers’ arts, designed t 
make newspaper reading easy and attr 

Apart from this solidity and baldness, 
report was of muc h the same kind as a morr 
ing paper in Manchester or I am would pre 
sent to its readers on the day following "che 
meeting of the City Counc tard ile h would 
be regarded in the newspaper office as I 
able always furnished by the paper 
own reporters, and to make room for whic 
much other news, looked upon as of a less it 
teresting character, would be thrown aside 
To me, this divergence between the English 
and the American point of view as to what 
constitutes news seems significant, and ay 
pears to afford some key to the different 

ways in which municipal national poli 
tics are regarded in Sage and in the 
United States. In England, all intelligence 
concerning the municipal life of a city 
looked upon as news of first value, and eager); 
and systematically collected Engl ish edi 
tors would be greatly surprised if they were 
invited to send in bids for publishing the re 
ports of the City Council They publist 
them already, and to the fullest exte a4 not 
because any subsidy is paid for this servic 
by the municipality, but bex newspaper 
readers demand news of this kind, and if on« 
paper does not furnish it, they will turn t 
another which does.—At/antic Monthly 

-o 
SYSTEM. 

There is no store, however small, tl 
could not be run on some fixed system, an 
only those who have tried it know the 
of the same. There should be a fixed 
tem for the handling of the money, for 
opening, settling and closing of account 
and for all the separate branches of work ir 
cidental to the business. The least one car 
do is to keep a full account of all busines 
transacted. The main thing is to fix a sys 
tem that will fully cover your requirement 
and then stick to it.—Badger State Grocer 
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LARGEST PIECE OF 
GOOD TOBACCO | 
EVER SOLD FOR THE MONEY 


or an advertisement calculated to render the service expected of it, Printers’ Ink con 
ne pretty near perfection ; and records this verdict without knowing who is er 
' sign 
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ADVERTISING SOLICITORS 


The business of a successful advertising 
solicitor requires the highest order of talent 
on a daily newspaper. The advertising com- 
munity is becoming be tter informed every day 
in regard to the best methods as well as to the 
availability of mediums, and it is imperative 
that the solicitor keep in touch with this ad- 
vancing intelligence. He cannot rely upon 
the old methods for reac nb the advertiser 

The solicitor must match his wits single- 
handed against those of every advertiser. If 
he fails or proves unequal to any sudden and 
unforeseen exigency his efforts will prove 

‘love’s labor lost.” Of course every paper 
has its regular line of advertisers, with whom 
a solicitor is unnecessary, except when the 
old “‘ stand-bys ” become unruly and want a 
“better rate’’ or a “* better positi yn,”’ and 
threaten to quit if their demands are not 
acceded to. Then the solicitor is called on to 
“fix things up,”’ or to explain to the old fel- 
low that he is already getting the very best 
thing in the paper. 

The principal business of the solicitor, 
however, is with new customers—either those 
who do not advertise at all, or, if at all, in 
some other paper. With the first the solicitor 
must begin at the ground floor and work up; 
he must add precept upon precept and cite 
example upon example. With the second 
exceeding care must be exercised. The man 
is already advertising in some other paper, 
and the first thing the solicitor must do is to 
find out why that man prefers the other 
yaper. The reason once found out, it musi 
Ce. successfully combatted and overturned 
without unduly disparaging the other paper. 
A good rule to go by is to depend on the 
merits of your ow nm paper—not on the demer- 
its of another. The young solicitor, how- 
ever, will have to learn that * experience 

Another thing to be avoided, when tz alking 
to an advertiser, is preposterous exaggera- 
tion of a paper’s circ " ation. Advertisers 
are pretty well posted these days, and if the 
solicitor egregiously overstates, the advertiser 
will not only know it, but that fact will preju- 





INK. 
dice him against anything the solicitor may 
say. 

The solicitor who knows his business will 
never approach a new advertiser without 
having thoroughly studied that particular 
case in advance. It is easy to find out all 
about the man—his hobbies, his conceits—and 
it is the business of the solicitor to cater t 
every one of them. Never combat the no- 
tions of an advertiser, unless you have to 
do so in order to make a point for your own 
yurposes. What the solicitor wants is the 
Paclness, and if the advertiser has a whim or 
a conceit about advertising, however ridicu- 
lous it may be, it is not the province of the 
soli itor to ant agonize him. The solicitor must 
understand human nature. He is not a re- 
former, only an educator in special cases 
Never try to hurry or push an advertiser 
Give him plenty of time Nobody likes to be 
imp« ywrtuned. “ Festina lente’’ isa good motto 
for the solicitor. Never call on your man at 
all without having a new idea to present—one 
that you have good reason to believe will strike 
him forcibly and clinch a point. Don’t assume 
that you can simply call on a man, in a per 
functory and listless way, and, by merely in 
forming him that you **« alled to see about that 
advertising,” bring him to the point. And 
moreover, it depends altogether on circum 
stances whether, after calling on your man, 
you should say a word about advertising or 
not. It may be you will call a dozen times 
without having an opportunity to say any 
thing on any subject. 

I may add one word: The solicitor should 
never f that he is a gentleman He 
will meet a great many people who are 
not. Here and there he will find a conceited 
ass who will be disposed to treat him dis 
courteously, and even rudely, but a dignified 
contempt is the best return. All thoroug! 
business men, who are worthy of a place in 
the advertising columns of a good paper, will 
extend to the representative of that paper all 
consideration. Jas. . BRENTs. 
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A Lamp ad should be a bright ad. 


A Short-time Subscription... 


—Just enough to show their work—to any of these choide magazines, FREE. 


Particulars in every 
package of 


-0 eee, _ 


The end is a fac-simile of the H. 
cultivate literature upon a little oatmeal,”’ 
for a motto for the Edinburgh Review, 


a in the Pe tay papers, ‘‘ We 
was : Sedna Smith’s witty suggestior 
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CONSIDERED CRIMINALS. 
By Margie 
Although it has been a duly enacted 
in the Empire State for nearly two ye 
that for any person who willfully falsifies the 
circulation of a newspaper, said person may 
be adjudged guilty of a oe anor, and, 
upon conviction, punished for the crime, it 
does not seem to entirely y Soe prevaricators 
from the practice 
The many unique and n oop evasions of 
this chapter in the penal code would put t 
blush some of the doctored statements fur 
nished the confiding public by our able finan- 
ciers who are now unwillingly sojourning in 
Canada for their health. The law reads: 
“*§ 717a, Every proprietor or publisher of 
any newspaper or periodical who shall will 
fully or knowingly misrepresent the circula 
tion of such newspaper or periodical for the 
purpose of securing advertising or other pat 
ronage, shall be deemed guilty of a misde 
meanor.”’ 
A publisher of a growing afternoon 
has hit on a rather simple idea; 


Bowman 
law 


ars, 


j 


paper 
instead of 


fring the exact figures of his circulation, he 


aa 
| 


as emb lazoned on his office windows: 


IN LETTERS OF GOLD. 
A MILLION A MONTH. 


No one would ever take the trouble to di- 
vide this by the number of issues he prints 
in that time. 

Many others use the we ll-worn subterfug 
& = High Water Mark,” and, giving the a 
ures of some big souvenir edition, think that 
they are succe ssfully hoodwinking the people 

The most comical of all the fabrications of 
this kind is the one reading Mp. 
15,000.’ Thecirculation might be nly 1,0 
yet, if it was inc reasing, it would be “ near- 
ing 15,000,”” wouldn't it? 

One paper doubles its circulation, or thinks 
it does, when it says, and with truth, t 
“Our paper is read by 2,000 - Oo 
course it can only be pre sumed | y this an- 
nouncement that it has 1,000 subscribers, each 
one blessed with a perfect pair of peepers. It’s 
hard to tell what this publisher would do if 
many of them were blind in one eye and 
couldn’t see out of the other, 

Another business manager whose paper 
goes mostly into the homes of the people 
tells the truth when he asserts that his p aper 
among the “better half f the 
community. At first gl: ance this sounds big, 
and it would be a big brag if the paper was 
printed out in Utah for the Mormons 

If the example set by the good State of 
New York in enacting this law would only be 
emulated by other States, dr if it would ina 
measure serve to awe the evil-inclined from 
exaggeration, there would be fewer complica- 
tions in the publishing of newspapers. 

As Kansas leads all the States in winning 
the merited wreath for unmitigated falsehood 
in circulation misrepresentati« m,a large ad- 
vertiser who has expended = a sum in 
that State, and thinks he has been taken in, 

says he rey now why they call it ** Bleed- 
ing Kansas,”’ but his ieputetion is probably 
a little too severe. 

——_~<+or 

Printers’ Ink, a journal for advertisers is 
the paper we advise all druggists to subscribe 
for and read. You can get more points out 
of one of the weekly issues than you could 
think of ina year’s time.—Pharmaceutical 
Lira. 
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NOTES. 


Tue November issue of the Century is its 


sth anniversary number 

Tue November 7aéle Ta/k contains an 8- 
page ad of Scott’s Emulsion 

Davip M. 
York 


Call, 


Fo.tz has been appointed New 
representative of the San Francisco 


Tue Oct. 23d issue of the Pewelers’ 
is its tenth anniversary number. 
fully illustrated 

Sat Sopa, Ala.; Old Glory, Ariz.; Big Bug, 
Ariz.; Tip Top, Ariz.; Tin Cup, Col.; Santa 
Claus, Ind., are names of post-offices 


Weekly 


It is bounti- 


Tue Boston Post, of Oct. rrth, devoted 
page to display and description of the dif- 
ferent kinds of types and borders it offers its 
advertisers. 

++ 
BUSINESS COLLEGE 


The business college 
our civilization, 


is an outgrowth of 
and has come to stay. It 
has already grown to be a necessity. The 
time is near at hand when the instruction 
which these schools impart will be recognized 
as essential to a finished education. Toknow 
all about Latin and Greek, and Hebrew and 
Sanscrit, and Chinese, and to know nothing 
about the nature and prin iples of the trans- 
actions of every-day lite, is non- 
sense The idea in education which rejects 

he se actical and useful, and is the exclusive 
werd of the theoreti al and beautiful, is in 
its iat intrenchment and will not long with- 
stand that mighty onslaught which public 
opinion is making against it. The public 
school system of every State in the Union is 
based upon the theory that the youth should 
be first instructed in those things which are 
nearest to what the every-day relations of life 
will require 
not 
establishment 
sands of 


schools 


business 


That the business college does 
mplish the purposes of its 
the eminent success of thou- 
its graduates is witness. These 
no longer in their experimental 
dens 4 are established. hey have 
rsement of the most progressive busi 
ness men all over the country. Business 
education has enlisted in its cause much of 
the best talent and intellect of the age 
Some there may be yet to argue against 
them, but these would plead for the ox-cart 
as the ideal of transportation and the hand- 
loom as the perfection of manufacturing ma- 
chinery.— Zhe Western Plowman. 
eo 
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Gray—Well, Gus, how do you find adver- 
tising? Does it pay for itself? 
Gus—Better than that—it pays for me, 
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DELIVERY WAGON ADVERTISING 
A great many enterprising retail grocers, 
not only in the larger cities, but in small 
country towns as well, are utilizing their de 
livery wagons profitably as advertising me 
diums. The grocery wagon goes everywhere 
in delivering orders, and, conspicuously pla 
carded with | muslin or canvas signs, display 
ing some special bargain or general adver 
tising, they are sure to attract attention 

One of the most progressive grocers the 
writer ever knew does business in a small in 
land N Jersey town. Notwithstanding 
the insignific ance of the place, howeve r, this 
man’s methods are novel, unique and up to 
date. The grocer uses his delivery wagon 
for advertising, and his opinion is that he de 
rives great benefit from it. His plan is a 
simple, but very effective one. He had two 
light metal frames made, which are destined 
to be attached to each side of the wagon 
Over these frames are tightly stretched some 
cheap, light material on which is stenciled 
various advertising matter. The grocer in 
question provides variety by showing a dif- 
ferent color for each day. On Monday, for 
instance, he will have orange; Tuesday, 
crimson; and so on. He devises various 
bargains to be displayed on them, and de- 
clares that he has traced a great deal of busi- 
ness to those signs alone. 

One important requirement is that these 
signs should be arranged neatly and that the 
printed advertising matter should be nicely 
done. Owing to the conspicuous coloring, 
anything but good taste oe neatness in the 
lettering would give an effect of shoddy 
cheapness, which will kill the whole thing 
immediately.—Grocery Wor 


Classified Advertisements 


Advertisementsunder this head, twolines or more 
without display, 25 cents a line ust 
handed in one week in advance 
WANTS. 
YANK, Mass., 


r= Boston, 
wants ads. 


100,000 monthly, 


\ EN to send advertiseme ments to the EVENING 
A JOURNAL, Y. 


Flushing, N. 


yee ange? pms daily or weekly. Al 
references. “ are Printers’ Ink. 


halftone, $1. Line portraits 
$1. Work first class 1d for catalogue 
to BUCHER ENGKAVING ( 0. , Columbus, ©. 


THANKSGIVING cuts for ne oy a rs and ad 
vertisers. Something new and attractive 
Send for proofs, H ARPER ILLUSTRATING 

SYNDICA’ 1, Columbus, ¢ vhio. 
| TP-TO-DATE editor, quick, intelligent, sober, 
skillful, industrious and experienced, wishes 
South preferr Would 
* HORSE SENSE,” care 


SINGLE 


col. 


position in small vee 
invest few hundreds. 
Printers’ Ink 
\ ’ ANTED— Young man experienced in negoti 
ating with newspapers and in placing ad 
vertising. Good place for the right man. State 
experience and salary wanted. Address “ C 
care Printers’ Ink. 


A COMPETENT city editor has been trying for 

several months to get a place. Isn’t there 
a publisher anywhere who has an opening for an 
experienced, industrious young man! 4 & 
care Printers’ Ink 


] ytapay illustrations for newspapers and ad- 
vertisers. Pages, borders, friezes, headings, 
cartoons and advertising cuts. Largest line ever 
iamned Senc A oot. HARPER ILLUS 
TRATING SYNDIC: , Columbus, Ohio. 


\ 7 ANTED— PRINTERS’ INKS of the 

dates: July 4, 1894 ; June 20, 1804 ; June 27, 
1864; May 30, 1804 eae pas Trot: May 16, i894 ; first 
18 numbers of Vol vhich commences with 
Jan., 1893). BENJ. D. WHEELER, Des Moines, Ia. 


following 
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\W ISCONSIN AGRICULTURIST, Racine, 

Advertisements at 20 cents a line for 
circulation, guaranteed 
W ILL invest $5,000 to #10,000 in 

or family periodical. State nature of pub 
lication, appointing interview Address (, I 
ARLES, care Printers’ Ink 
- ee 
ELECTROTYPES 
K* ECTR OTY PES and stereotypes, with « 

4 able base Also metal and wood backed cuts 
for newspaper advertising. E. B. SHEL DON CO.,, 
New Haven, Conn 

_ ee 
PAPER 


co 


Wis 
25,000 


paying trade 


M PLUMMER & furnish the paper for 
4 e this magazine We invite correspond 
ence with reliable houses regarding paper of all 
kinds, 45 Beekman St., New York 
o>; 
PRE SSW ORK, 
F you have a Jong r 
pay you to consult us 
in the city Best of work 
prices. FERRIS BROS., 3%4 
_— 


MAILING MACHINES 


“ly (stamps or m. 0.) Pelham Mailing Sys 

$1. OO t mand Mailer, postp’d. Prac’l ; 1,00 

hour; saves 2 Stine writing; no type lists: ; unique 

address label. C. P. ADAMS & BRO., Topeka, Kan 
+o 


PREMIUMS 


( ye R low-priced sewing mach’s make splendid 
premiums. 


presswork it will 
Largest press-room 

Most reasonable 
330 Pearl St., N. Y 


ECONOMY, 154 Lake St., Chicago 

REMIUM SEEDS—If you want a seed premium 

t may pay you to write me particulars. | 

supply leading journals. Cinnamon vines in any 

quantity, if you don’t want seeds argest 

grower in the world, A. T. COOK,Hyde P* a. N.Y 

_— aad 

BILLPOSTING AND DISTRIBUTING. 

PRINTZ, dis tetbutos of 

730 9th St. k 


advertising matter, 
Was hington ».¢ 

Texas. F. PROBANDT. Dis 

Personal attention. Straight work 


P. 
‘AN ANTONIO, 
Ss tributing 
( YIRCU LARS, samples and all kinds of advertis 
ing matter distributed at reasonable prices 
0. G. DORNER, 8 Marion St., Cleveland, O 
- +o 
ADVERTISING AGEN( 
{TANLEY DAY, New Market, N. J 
ER’S GUIDE, 25c. a year. Sample 


‘IES 
ADVERTIS 
mailed free 
NY responsible advertising agency will guar 
antee the circulation of the Wiscowaln 

AGRi ULTURIST, Racine Wis., to be 25,000. 


A Ppp wish to advertise anything anywhere 
any time, write to the GEO ROWELI 
ADVER TISING CO., 10 Spruce St., New York 
+o 
TO LET. 
R EVIEW, Mt. Pleasant, lowa 
\ 
10 Spruce St., two cor 


Wwe have for rent, at 
necting offices, one large and one smal 
They are up only one flight of stairs and are we! 
lighted and the pleasantest offices in the build 
Size of large room about 20x24; smaller 
5. If wanting such offices, please call and 
talk about price, etc. Will be fitted up to suit 

Address GEO. P. ROWELL & CO 
—_— 
BOOKS 


( LD books bought 1 and ane Send 
list. Address A. J. CRAWFORD 
7th St., St. Lous, Mo 
I ANGER SIGNALS, a manual of practical hint 
for general advert tise Price, by mail 
cents. Address PRINTE RS? 
New York 


stamp f« 
312 Nort 
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10 Spruce St 
* Publish 
you how 


stamps or 
Portland, Or 


B' JOKS for newspaper men 
ing for . 4 ”: object 

to make it cute Pay 

coin. AM TY P E F © 


Name 


two 
0. CD), 
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NEWSPAPER INSURANCE. 
MP\HE YANK, Boston, Mass., wards off business 
death. 100,000 monthly. 


> — 
PRESS CLIPPINGS. 

Qol THERN CLIPPING BUREAU, Atlanta, Ga 
— Press clippings for trade journals and adv’rs 
ss 
ADVERTISING NOVELTIES. 


»USH Tom Reed! Enamel Lapel Buttons of 

the coming President. Write for prices 

Special designs made up. E. L. SMITH, Codman 
Building, Boston, Mass 


»yADS—Pencil pads for memorandums — any 

size to order-—7c » Embossed catalogues 

ome ialty. Send forone. GRIFFITH, AXTELL 
ADY CO., Holyoke, Mass. 


ee the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in 
serted under this head once for one dollar 
ih RADE-WINNERS and money-makers; these 
are the qualities of our advertising novel 
ties ; the people want them. Write us for infor 
mation Earwest lant in U. 8. THE CURKENT 
PUB. CO., 1026 Filbert St., Philadelphia. 


v3 BELLS” and “THE HOLIDAYS” 

Our two fine Christmas specialties for 
advertising men, printers, merchants and pro 
jectors of church and other fairs, will be splen 
did this season. Send for samples and price 
lists. CONTINENTAL PRINTING CO., Success 
ors to J. A. & R. A. Reid, Publishe rs, Provi 
dence, R. 1 


+o 
ADVERTISEMENT CONSTRUCTORS. 
(}HARLES AUSTIN BATES, Vanderbilt Bldg, 
N.Y 


J F. CAMPBELL, 191 Garfield Place, Brooklyn, 
we N.Y. 


1( ADS, 10 cuts, $10. One ad, 1 cut, $1.50, 
yy TAVUS COHEN, Forest Ave., N. Y. 


F you are an advertiser | have some samples 
foryou. JED SCARBORO, 48 Arbuckle Bidg., 
Brooklyn, N 


f ee only writer of exclusively medical and 
drug advertising. Advice or "7 free 
ULYSSES G. MANNING, South Bend, Ind. 


9) ATTR AC TIVE, illustrated retail ads - 
13 The best serv f the kind ever offere: 
CHARLES Al STIN BATES, Vanderbilt Bldg,N Y 


( RIGINAL illustrated work a specialty. Writ- 

ten and printed. Correspondence solicited. 
CLIFTON WADY, Writer of Advertising, Niles 
Bldg., Boston. 


€6é ED SCARBORO has attained wide celebrity 

e by the cleverness of his work, and his 
services will be found valuable to both wholesale 
and retail me 7 hants.”—Clothiers’ and Haber- 
dashers’ Wee 


H°v% about a I have a Christmas 
book that will sell souks Only one mer 
chant in a town can _ have Sar : for the 
asking W. CHANDLER STE WAR 4114 Elm 
Ave., Philadelphia. 


“é DVE ae et For Retailers,” 64 pages, 25 

cents. If you don’t et a quarter's 
worth I will send your quarter back and you 
may burn the book: CHARLES al ISTIN BATES, 
Vanderbilt Building, New York. 


ADS and 4 attractive illustrations for retail- 

ers, only $3. This offer is made solely for 
the object of getting samples before you. If you 
find that I give you what you want! shall reason 
ably e xpect an order for a year at my regular 
prices—52 illustrated ads, during the year, cost 
$6 a month, without illustrations $4.25 a month 
CHAKLES AUSTIN BATES, Vande vile Bidg,N.Y. 


WANT to hear from advertisers—retail or 

wholesale—who are willing to contract for 
their advertising for six months or more at very 
reasonable rates, contracts to take effect Janu- 
ary Ist. Medical, educational, commercial ads 
or otherwise, except poetry. I write only what 
1 beLeve in. Advertisers using booklets should 
write me anyway ; I have a special good offer for 
such. If interested, address CHARLES J. ZINGG, 
Farmington, Me. 


for and five illustrations for &page booklet 
- r Co rs, $10, if cash comes with order 
» Dec. 1. CHARLES AUSTIN BATES, Van- 

de rile sy ig, N. Y. 


WANT yearly contracts with bright, retail ad 

vertisers will work for only one man in 
each line in each town. First order gets the ex 
clusive service. 52 illustrated ads a year, #72 $6 
amonth. & s year, no illustrations, $1 
$4.25a month. Spec ial offer to let you see exactly 
what you will get if you give a yearly order—4 
ads and & illustrations for # This offer is t 
only those who have never had any of my work 
CHARLES AUSTIN BATES, Vanderbilt Bldg, N.Y. 


TAKE particular pains with all the work I do 
I want my writing to reflect credit upon me 
and to be of value to the one for whom it is pre 
pared. | do not charge as much as some ad 
writers, because my expenses are not as 
but | do ask enough to pay me for my pains anc 
the service | render. 1 cannot quote definite 
prices, but will rive three bargain prices 
until Nov. 6th etail ads, $2 
ter of advice Send stamp for ne 
FRANK V. STUMP, Werner Building, Geshe n, ‘ind: 


¥ OU can get ads at any price you want to pay 
y with everything else. I can 
1y advertiser in America at the lowest 
price he is safe in paying. Write for my prices 
on what you would like to have, or write and tell 
me how much you can afford to spend for writ 
ing and illustrating during the year and I will 
tell you exactly what I can give you for that 
much money. If you like what I offer you then, 
order it. If you ‘don’t like it you aré nothing 
out. CHARLES AUSTIN BATES, Vanderbilt 
Bidg, N. Y. 


ETTERS of advice and criticism to retailers, 

4 $10. This is really the best “ money’s worth ” 
I can offer. I cannot conceive a case wherein 
the criticism and advice will not be worth sev- 
eral times $10. Even one good hint or suggestion 
will pay for the letter over and overagain. I 
have written hundreds of these letters, and I 
have never had a man tell me that he regretted 
the expenditure. On the contrary, almost every 
one has expressed himself as being perfectly sat 
isfied with the investment. Letters of advice 
and ec a ism, outside retail lines, $25. CHARLES 
AUSTIN BATES, Vanderbilt Building, New York. 


W RITE me plainly, telling me how much you 

can afford to spend for ed writing and il 
lustrating during the year, and I will tell you 
exactly what I can afford to give you for that 
much money. lam areasonable business man. 
I know about what service would be best for 
each man who writes to me. I don’t want him to 
my me a cent more than be ought. I try togive 
1im what fits him. I don’t try to sell him a seal 
skin overcoat when a linen duster is what he 
really needs, 4 sample retail ads and 4 attractive 
illus ape $3—just to introduce you to m 
yearly service at $6a month. CHARLES Al STIN 
BATES, Vanderbilt E ting, New Yor 


mpue model of a new mechanism or device costs 

a hundred times or so what it costs to make 
the article when itis done wholesale by machin 
ery—but the model is easily worth what the ex- 
pert model maker gets for it. The original of a 
good ad is the model for the thousands that are 
made from it, and is worth what it costs, It 
takes brains and patience and experience, not 
imitative power, to make a good working model. 
I devote time and brains to the subject—not so 
much to being original as to putting your orig- 
inal business ideas into working shape. I am par. 
ticularly desirous of writing for men who are 
putting new things on the market, because much 
of a Ly ss experience fits me for such work 
R. L. CURRAN, P. O. Box 2208, New York 


I: “OR ten years we were in the printing business 
and did printing just like every other print 
er. One day we woke up and found that we were 
no better than the avera Then the two of us 
went to an art school anc studi d design, propor 
tion, symmetry, harmony of colors—we learned 
how to print. We found that the same princi 
ples involved in the production of a picture or a 
statue were a able to printing. That's the 
whole secret of our success in producing ge 
ruished and artistic —-- It sounds like 
ittle thing—it sounds very simple—so simple 
that it may surprise you to know that we are the 
only printers in America who really understand 
this thing. When i want some printing better 
than you have ever had before, write to us about 
it. THE LUTUS PRESS, 140 W. 23d St., N Y. City. 
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MERCANTILE LAW. 


NAVANAGH & THOMAS, 
lawyersand adjusters. Collections of job- 
bers handied anywhere in lowa or Nebraska 
with success; 2,000 of the leading Fastern job- 
bers examine our reporte every wee A 
oo nded by all credit men as the be 
Log ~ their trade. Write us. Keference, 
. & J. Sloane, New York City. 


Omaha, Nebraska, 


FOR SALE. 
LINE advertisement, q. WISCONSIN AGRI- 
eral ei RIST, Racine, 
1 BUYS 4 lines, 50,000 copies 
8 WOMAN’s WORK, Athens, Ga 
66 JN her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.”—Harper’s Weekly. 
NIG HOLS’ Perfect Order Book for Printers. 
i 


Saves time, labor and losses ; 3,000 orders, 
only &. FRED. H. NICHOLS, Publisher, 
Mass. 


proven, 


Lynn, 


yor SALE—Old-established weekly newspaper 

and job office, 2 miles from Boston, material 
nearly new. Owner in ill health and will sell ata 
bargain. Price $5,000, half cash. Address “ACK, 
care Printers’ Ink. 


—EE ~— 
ADDRESSES AND ADDRESSING. 


T ETTERS for sale or rent. Cash paid for all 
4 lines of fresh letters. Write for lists and 
prices. H.C. RUPE, South Bend, Ind. 


C=. wrappers and + ope addressed to 
“eles ortisers, 1,000. Will X for 
NSEND, 408 E. 4 "iianeapolis, Minn. 


8.0 TO 
8,00 ADDRESSES, all voters in Hardin 
b] County, one of the be: ~! oganties in 
Ohio, for $10. Just someon Cash with order 
or will send c. o. NTON ADVERTISING 
AGENCY, Kenton, 0. 


NAS of heads of families for sale. Over 
10,000 secured at great cost by personal 

work for private business. Men worthy of credit 
in towns and farms of Mo. ve Kansas. All new. 
Highest references. C. M. VEAZEY, 506 Temple 
Block, Kansas City, Mo. 


a 
SUPPLIES. 


yay BIBBER’S 
Printers’ Rollers. 
INC for etchin BRUCE & COOK, 19 Water 
St., New York. 


XX colored H. C envelopes for 

1 0,000 WILCOX, the Printer, Milford, N. 
TY EWSPAPER 
Write A. G. ELLIOT & Co., 


Q@TANDARD ae Foundry printing outfits, 
type, original orders. 200 Clark S8t., Chicago. 


QTEREOTY? E, linotype and electrotype met 

als ; copper annodes ; zinc plates for etching. 
MERCHAN? & CO., Inc., 517 Arch St., Philadel 
phia, Pa. 

Sa PAPER is printed with ink panutne t- 
ured by the W. D. WILSON PRINTING IN 
CO., L't’d, 10 Spruce St., New York. Spec i pric es 

to cash buyers. 


i Nas 7 best in the world. That is the kind of type 
I make, and I can beat them all on pric 
P. H. BRESNAN, Suece 
201 to 206 William St. 
(BAL UK engraving plates. Do you_use them? 
If yes, write the HIRD MFG. CO. (euccess- 
ors to Buckeye Chalk Plate Co.), Cleveland, 
for information which will save you money. 


\ ’ Eare maki from new material, and by a 
new and 


mproved process, a superior 
grade of news ink tl t 


Rolls or sheets. First « uality. 
Philadelphia, Pa. 


rto Walker & Breenan, 
York 


t we sell at the universal 
price of 3 cents per pound in barrel lots, and at 
4}¢ cents per pound in ke f. o. b. Franklin, Pa 


or New York ty. 

r pound ; goods returnable if not found suita- 
Bie. and we don’t require cash or check with or- 
der, as we have faith in the pone ad of Americ: an 
newspaper ublishers ECLIPSE PRINTIN 
INK COMPANY, LIMITED, Franklin, Ia., 
Times Building, New York City. 


orders filled at 3 ce nts 


ro 
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INK. 
MISCELLANEOUS. 


N her Post- INTE: ENCER Seattle 
of the four great papers of the 
Coast.” —Harper’s Weekly. 
\ TISCONSIN AGRICULTURIST, Racine, Wis 
Only E me oe agricultural paper printed 
in Wisconsin, Established 1877 
\ TANT to “see a man” in New York! We 
will do it for you—find out “ why that let 
ter isn’t answered,” get information, act as your 
agent, intellige »ntly, faithfully—attend to any 
thing legitimate pause ss, literature, edver. 
tising. Ordinary cs with report, $1. Ref 
ences, CITY SERV ic ‘E BU READ, 92 Times Build. 
ing, New York. 


has one 
Pacific 


> 


ILLUSTRATORS AND ILLUSTRATIONS, 
] SENIOR & CC »., W ood Engravers, 108pruce 
St., New York. 


Service good and prompt. 
] ANDPSOME illustrations and initials for mag 
azines, weeklies and general printing, dc 


re inch. Sample pages for 2c AMEKI- 
CAN ILLUSTRATING CO., J. 


B° SINESS will 


stamp. 
Newark, 


pick up if you push it along. 

) Put more life in your ads. A little sketch 
will help ; 0 cents for a good one. Write about 
it. R. L. WILLIAMS, 83 L. & T. Bidg., Wash., D.C, 


M AKE your own cuts. We have a process by 
which you can make your own cuts in a few 
minutes time at less than 5c. per cut. You can 
make any kind of a zinc cut, whether an artist or 
not. Hundreds of publishers, printers and ad 
vertisers now using it with great success. We 
have permission to refer to the editor of PRint 
ERS’ INK. Send stamp for samples and particu 
lars. ZINC PROCESS Cvu., Goshen, Ind. 


+o — 
ADVERTISING MEDIA. 
rue YANK, Boston, Mass., 100,000 monthly. 


[PROSPEROUS! Maine coast and island towns. 
The Rockland, Maine, DaILy Star 


Q HOE TRADE JOURNAL, Chicago, always se 
s cures business for advertisers. Try it. 


[DETROIT )URIER, the 
home al in Michigan. 
Ad rate 4c. line 


F you advertise in Ohio you will get re sults. 

For particulars address H. D. LA STE, 38 
Park Row, New York. 

NY person advertising in PRINTERS’ INK 

4% to the amount of $i0 is entitled to receive 
the paper for one year 


farm and village 
Thirty years old 


é [* v her Post INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.” —Harper’s Weekly. 


] | D. LA COSTE, 38 F ark Row, New York Spe 
* cial newspaper representative. 1 offer ad 
vertisers papers that bring results. 


i all America there are only eight semi-month 
lies which have so large a circulation as the 
WISCONSIN AGRICULTURIST, Racine, Wis. 


4 RE you advertising in Ohio! 
attention to the Dayton MORNING 
circulating 4,500 copies daily ; the Ev . 
9,500 copies each issue, and the WEEKLY TIMES 
Wows, L500 copies; are the wapeees ntative fam- 
ily newspapers of Dayton, and with their com 
bined circulation of 14,000 copies daily thor- 
oughly reach the homes of that section. Dayton 
is a prosperous city of 80,000,and the News and 
TIMEs are long established journals, and have al 
ways enjoyed to a marked degree the confidence 
and su pport of the best people in Dayton. Ad 
a . LA COSTE, 38 Park Row, New York 


> Pyrarss.a weekly journal for advertisers. It 
contains photographie reproductions of the 
best retail advertisements to be found in the va 
rious publications of the English-speaking world 
together with many hundred excellent sugges 
tions for catch-lines, reading matter and best ty 
ographical display ‘of advertisements. The only 
journal in the wor!d devoted exclusively to re 
tail advertisers and to the men who write and 
set their ads. Printers get many good sugges 
tions for display from it. Subscription price $4 
ayear. Sample copy of BRatns free. Advertis 
ing rates on application, BRAINS PUBLISHING 
CO., Box 572, New York. 


We invite your 
TIMEs, 
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SPECIAL WRITING. 
Fx DITORIAL and 
HEN! 


po writing. Send for 
4 rates. INKY 


<. COBB, Lime Springs, la. 
mey. It pleases read 

ers that have ideas. [t helps circ’n and 
ads. Politics to suit. Terms way down. Write 
for booklet, etc. G. T. HAMMOND, Newport, R. | 

——_.<- 
PRINTERS, 
yas BIBBER'S 
Printers’ Rollers. 


« E>. COPY ” makes m« 


»*)*) BUYS 100,000 white 6x9 circulars. Write 
Ss 


«a= ELECTRIC PRESS, Madison, Wis. 

pani S PRESS, 

23d St. (See ad under 
NV age? ES 

5,000, 

STI Ne ‘bP PECK, 

OR one check book, 1,000 checks, 3 deep, well 

bound, perforated and numbered, my price 
is 26.00. WM. JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce St., N. 

BILL-HEADS for #1.45 
1,00¢ stock a large quantity of first-class 
No. 6 bill-heads. Price to close only $1.45 per 
1,000, while they last. 5,000 lots 15 cents per 1,000 
less, G. W. WOODMANSEE, Rockville, R. | 


ARRANGED BY STATES. 


idvertisements under this head, two lines ore 
without display, 25 cents a line. With di olen or 
black-faced type the price is 50 centsa line, Must 
be ha ded in one week in advance. 


ARKANSAS. 


For local and State circulation in 


Printers, 140 W 
Constructors.) 


Artistic 
Adv 
10,000 srood XX white, high cut 
Printing as it should be 
Pemberville, Ohio 


We have in 





Arkansas the 


Little Rock Gazette 


Covers the field completely. It holds the Asso- 
ciated Press franchise, uses Mergenthaler lino- 
types, and with the circulation prestige and in- 
fluence gathered through seventy-six years’ con- 
tinuous publication is an unequaled advertising 
medium in its territory. Investigate its circula 
tion and rates. 


CALIFORNIA. 


G OUTHERN CALIFORNIA’S matchless paper, 
‘ Los Angeles Times. Cire’n over 14,500 daily 


THE WAVE, San Francisco, al, 


leading Pacific Co 
ciety, literary and political weekly. E. KATZ, 
186-187 Mk ig Bldg, 


New weekly 
York, Y., sole agent 00 guaranteed 
‘HE — California fruit4 4growing district of 
which San Jose is the center is thoroughly 
covered by the Daily San Jose MERCURY. Sample 
copies free For advertising rates in daily or 
weekly address MERCURY, San Jose, Cal. 
J ie EXAMINER has a larger daily circulation 
than all the other morning papers in San 
Francisco combined, and the largest circulation 
of any daily west of Chicago, while the weekly 
EXAMINER has the highest circulation yet ac 
corded to any paper west of the Missouri.— From 
} ters’ Ink, issue of July 3, 1895 


ILLINOIS. 


KING’S famous monthly, 

AFIELD. Established ten years ago at 
ver ; Chicago now. 20,000 copies each issue. |s en- 
joyed regularly by the well to<io people of the 
West, the Northwest and the South. Pontiac 
Building, Chicago. 





the 


, SP ORTS 


‘LAUDE 
( Den 


IOWA. 


ur ads where the peop le have 
Dubuque HERALD circulates 
Great crops this year. 


money. 
among 
Ready 


pr E yo 
The 


them in Iowa 
money awaits advertisers 


INK. 


Ts DAILY TELEGRAPH is credited in the 

American Newspaper Directory for 189 with 
a higher circulation rating than any other daily 
issuc ul in Dubuque County 


7 EEKLY SENTINEL, Carroll, twelve-page 
paper, all home print, largest circulation 

of any weekly in county. Guaranteed by Row 
ell. The DAILY SENTINEL is the only daily in one 
of lowa’s best counties. Rates low, perhaps not 
so low as papers with half the circulation, but 
they are Cased on circulation, and pay adver 
tisers. 





KENTUCKY. 

| OUISVILLE SUNDAY TRUTH, 12,000 copies 
4 each issue. Thoroughly covers the homes 

of the city and suburbs. Now in its twelfth year 

Send for rates and copy of TruTH to H. D. I 

COSTE, 38 Park Row, New York, Special News 
paper Re Representative 


LOUISIANA. 


ee a New Orleans, 


a eg =f 
Fla., La ° Miss., 1 ° Ten nn. 


Tex 


, W 
Ss 


e over Ala., rk., 


MAINE. 


7},HE HOME TREASURY, Augusta, 
proves 50,000 copies per month 


MICHIGAN. 


‘HE SOO DEMOCRAT Sault St« 
It should be on your list. 
SAGINAW COURIER ere - 

Ss 14 


Sunday, 7,000; weekly, 


Maine, 


Marie, Mich 


Daily, 6,000; 
S SGINAW COURIER HERALD is delivered ai 
rectly into the homes by its own carriers. 
SAGINAW (¢ 
' in No. Mic 
QAGINAW Evening and Weekly NEWS. AY 
est circulations in| the Saginaw Valley, } Mich. 


_ - < y HEKALD, largest cire’n 
ull Assoc'’d Press dispatches, | 


I T)ETROIT COURIER, 30 years old; the House- 
hold paper for village and farm homes in 
Mic higan Ad rate 4c. line. 


S AGINAW COURIER HERALD is the leading 
newspaper in Northern Michigan Issued 
mornings except Mondays, Sunday and Weekly 
Daily, 6,000, 1870; Sunday, 7,000; Weekly, 
14,000, est. 1857. Saginaw (pop. 60,000) is the third 
city in Michigan. For further information ad 
dress H. D. LACOSTE, 38 Park Row, New York 


ACKSON (Mich.) PATR IOT 


Ld Sunday and twice 


morning, evening 
a week. The leaders in 
their respective fields. Exclusive Associated 
Press franchise Only morning newspaper in 
this section All modern improvements. Rates 
reasonable The leading advertisers in the coun 
try are represented in the Parriot’s columns 
Information of H. D. LACOSTE, 38 Park Row.N.Y 


MISSISSIPPI. 


[HE WATCHMAN has a. large circulation 

throughout the Southern States, and is a 
splendid advertising medium. Send for sample 
copy and advertising rates. JAS. M. WALKER 
Publisher, Williamsburg, Miss 


MISSOURI. 


| ” ANSAS CITY WORLD, daily exc ling 25,000, 
\ Sunday 30,000. 
“6 W E have to make it good because so many 
read it.” MED. FORTNIGHTLY, St. Louis 
T° reach the 50,000 lead and zine miners of 
Southwest Missouri, use the columns of the 
Webb City Daily and Weekly SENTINEL (successor 
to the Times). A live, progressive and up-to-date 
newspaper 


MONTANA. 


[HE LIVINGSTON ENTERPRISE : eight pages, 
all home print. Circulation exceeds 1,000, 

NACONDA STANDARD Cireulation three 

times greater than that of any other daily 

or Sunday paper in Montana: 10,000 copies daily 
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MASSACHUSETTS. 


rec ENTS for 40 words, 5 
m+) PRISE, Brockton, Mass 


NEW HAMPSHIRE. 
Established 1877 


The GRANITE MONTHLY 


Beautifully llustrated 
A New Hampshire Magazine 
ahem pa ISON, - Special 
MPLE CouRT, NEW YORK 


NEW JERSE 


Po LAK adv. mediums: Bridgeton (N. J.) 
News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY NEws, 1,600, Rowell guarantees circ’n 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - {5,500. 

Advertisers find (fT PAYS! 


NEW YORK. 


( UEREN OF FASHION, New York City. 
Q Issued monthly. A million copies a year 
GEE CORNING DISTRICT EPWORTH BANNER, un 
der Pennsylvania. (iuarantees 3,500 per issue. 
Be H AND SHORE, Babylon, L. L., N. Y., ap 
» peals to the best class of readers on the 
Wants ads. Write 


days. Daily ENTER- 
No snide ads 





FRANK EK. Agent, 





South Side of Long Island. 
for ecard of rates. 





] ) RAINS, a weekly journal for advertisers. It 

contains photographic reproductions of the 
best retail advertisements to be found in the va 
rious publications of the English-speaking world, 
together with many hundred excellent sugges 
tions for catch-lines, reading matter and best 4% 
pographical display ‘of advertisements. The on y 
journal in the world devoted exclusively to re 
tail advertisers and to the men who write and 
set their ads. Printers get many good sugges- 
tions for display from it. Subse ription price $4 
ayear. Sample copy of Brarns free. Advertis- 
ing rates on + oe BRAINS P U BLISHING 
CO., Box 572, N York 


ELIMIRA 
TELEGRATS. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bidg., New York City. 


NORTH CAROLINA. 
URHAM STORY PAPER AND BUSY AGENT 
cire ulates i in every State. 10 cents a line. 


OHIO. 


T= PRESS, Columbus, only Democratic daily 
in Central Ohio. 
ARGEST cire’n of any Prohibition paper in 
4 nation: BEACON AND NEw ERA, Springfield, O. 
T= FINDLAY REPUBLICAN in October 
printed double the amount of display adver- 
tising that appeared in its two daily contempo- 
raries combined. Local business men know what 
paper pays. — Daily, 3,000 ; se mi wee kly over 2,000, 


RHODE ISLAND. 


M\HE HOME GUARD, Providence, Kt. 1. 
year. Circulation 50,000, 


D* 





“Tenth 
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INK. 
PENNSYLVANIA. 


TPAIOGA CO., Pa., and Steuben Co., N. Y., are the 
home field of the EPWORTH BANNER, & maga 
zine in rar ym on form Ads 50c. per inch per 
issue, next reading. Wellsboro, Pa. 
MPHE PATRIOT, Harrisburg, Penna Forty 
third year Politics, independently Demo. 
paper at State capital; 8,000 
Rates low. Population 54,000 


Leading 
000 weekly 


cratic 
daily, 5 
SNe SCRANTON TRUTH, an independent aft 
ernoon newspaper. Circulation over 13,000 
copies daily. Largest daily circulation in Penn 
vania outside Philadelphia and Pittsburg 
largest daily circulation on the Lackawanna line 
between New York City and Buffalo. BARRET! 
& JORDAN, Proprietors, Scranton, Pa 


PROOF Positive! The fact that the Chester 
Times has more advertising from the great 
Philadelphia stores than some of the city dailies 
is pretty good evidence of its high standing in 
the State No paper reaches a tter class of 
readers, those who know what they want and 
have the money to buy it. Thirty-two thousand 
of them. WALLACE & SPROUL, Chester, Pa 


SOUTH CAROLINA. 


daily edition of THE STATE, Columbia, 8 
. the most popular paper in a hundred 
South Carolina towns. The semi-weekly edition 
reaches over 1,000 post-offices in South Carolina 


TENNESSEE 


( ‘H A’ r" TANOOGA, Tenn , has 50,000 people The 

EVENING NEWS has 35,000 readers. It is an 
up-to-date newspaper, full Associatea Press day 
report, Merge eo er machines, perfecting press. 
Serves all nearby railroad towns every day 
Greatest local circulation. Best and largest list 
foreign advertising any paper in the South 
Write for rates. 


VERMONT. 


iS Nee 





PRess has largest Daily 


Weekly circulation in Vermon 


et Burlington FREE 
and 


VIRGINIA. 


‘HE STATE Richmond, the leading evening 
maper in a community of 125,900 people 
publishes full Associated Press dispatches, and is 
a live, up-to-date family newspaper. New man 
agement, typesetting machines, new press and 
many improvements. Greater local circulation 
than any other Richmond daily. Prices for space 
of H. D. LACOSTE, 38 Park Row, New York 


WASHINGTON. 
GQ EATILE TIMES. a 


@ EATILE TIMES is the best. 
s 
‘HE TIMES is the home paper of Seattle’s 60,(00 
peo 
‘ rp! Se attle’ 8 only morning paper. The 
Seattle * I 
1.” has a guaranteed circulation dou 
» that of any newspaper in the State of 
Washington. - 
SEATTLE’S afternoon daily, the Towers, has 
‘ the largest circulation of any evening paper 
north of San Francisco. 


CANADA. 


f ihe largest circulation in New Brunswick is 

enjoyed by the PROGRESS, a weekly issued 
at St. John.— From Printers’ Ink, issue of May 8 
1895 





HE BERLIN RECORD (daily and weekly) is 
acknowledged to be the best advertising me 
dium in Waterloo County, as it indisputably is 
the leading newspaper. The DatLy 
the paper of a large and progressive m 
n. The people who read it 
rman Canadians who have money to spend 
V. UTTLEY, Business Manager 





PRINTERS’ 


WISCONSIN. 


W ISCONSIN AGRICULTURIST, 
Only English agricultural 
in the State. Rates only 20 cents 

lation over 25,000 


SO. & CEN. AMERICA. 

P PANAMA STAR & HERALD 
Fst. 45 years - reaches largest buyers 

CLASS PUBLICATIONS 
Advertisements inserted under this heading 
appropriate class cost ents a line, for each 
One tine, without display or black 
inserted one year for 3 
, months for #. 4 weeks 
faced type charged at 
year, or #2a 


occupied by 


publisher who 


Racine, Wis. 
paper printed 
aline. Cireu 





in 
the 
insertion 
faced type 
months for #6 
for 37 Display or black 
cents a line each 
month, for each line of pearl space 
the whole advertisement For the 

does not find the heading he wants 
made to specially fit his case. 


ceek 


or 


issue, or #26 a 


one will be 


ADVERTISING 


BRAINS, a weekly 
© —_ nerares hic 
best retail mivertisements to be found in the 
various publications of the English-speak 
ing world, together with many hundred exce! 
lent suggestions for catch-lines, reading matter 
and best typographical display of advertise 
ments. The only journal in the world devoted 
exclusively to retail advertisers and to the men 
who write and set theirads. Printers get many 
good suggestions for display from Sub 
scription price $4 a year. Sample copy of 
BRAINS free Advertising rates on application 
BRAINS PUBLISHING CO., Box 572, New York 


AGRICULTURE 
FARM, Louisville, Ky. 
ARMER, Zanesville O 
n Francisco, Cal. 


journal for advertisers 
reproductions of the 


HOME AND 
E 


Y and Tennessee farmers are harvest 
ing the biggest and finest crops known in this 


territory for years. They will have more sur 
wy money this fall and winter than they have 
mad for years. Advertisers can reach these peo 
le more effectively through the columns of the 
Favmens’ HomE JOURNAL than any other way 
It is read and trusted by them as their eet SN 
paper. Let us he ‘Ip you do business with these 
people. Address FARMERS’ HOME JOU R NAI 
uisville, Ky 


ART 
ART LEAGUE CHRONICLE, 
iND SHOES. 
WEEKLY, WN. ¥ 
iND W 


Kan 


Leavenworth, 
BOOTS 
“BOOTS AND SHOES ” 
CARRIAGES 1GONS. 
HUB, 247 Broadway, New Vork 
The leading monthly, containing all that 
art of carriage building, 
‘all over the world. 
TB 
paper p 
mfrs. and de ale rn. 


City 


inte rests of vehicle 
COAL 
TRADE JOURNAL, New York City 
COLLEGE PUBLICATIONS 
THE MUHLENBERG, Cire’n 1,000 
COMMERCIAL TRAVELERS 
THE COMMERCIAL TRAVELER, St. Louis, pub 
lished in the interests of and circulates among 
commercial travelers. Bona fide circ’n, 4,650. 
DANCING 
ROOM, Kansas City 
FASHIONS 
QUEEN OF FASHION, N. Y. City 
Issued monthly A million copies a year 
THE WAVE, San Francisco, Cal. 13,000 weekly 
GERMAN 
KANSAS CITY(Mo.) PRESS! 


COAL 


Alle ntown, Pa 


THE BALL Semi-monthly 


daily 4,500,w’ ly 5,500, 


INK 
HISTORICAL 


HISTORICAL REGISTER, a 
Hereditary 
Send 

120 


THE AMERICAN 
Monthly Gazette of the Patriotic 
Societies of the United States of America 
for advertising rates and specimen copies 
8. Sixth St., Philadelphia, Pa. 

HOMCLOPATHY. 

HOMCHOPATHIC RECORDER, Phila., Pa 

HOUSEHOLD. 

WOMAN’S FARM JOURNAL, St. Louis, Monthly 

DETROIT COURIER, 30 years old. The paper 
for the homes in the village and on the farm 
Ad rate 4c. line 


LARGEST CIRCUL 
ELMIRA, N. Y., TELEGRAM 
LAW REPORTS 
are sure pay — profitable 
ists” reaches the best 
Rochester ; 
LITERATURE. 
San Franciseo, Cal. 1 
LUMBER 
SO. LUMBERMAN, Nashville 
MACHINERY. 


VALVE, a journal for 
Times Building, New Yor 


1iND PROVISIONS 


{TIONS 


Over 100,000 weekly 


customers 
Address 


LAWYERS 
‘Selected 
CO-OPS,” 


1,000 week Ly 


THE WAVE, 


Tenn. Covers South 


SAFETY steam 
Office, 
MEAT 
National Provisioner, N. Y., 
MEDICINE AND SURGERY 

MEDICAL SENTINEL, sworn cir. Portland, Or 

bah gt 7. MEDICAL AND SURGICAL 

fEPORTER, St. Joseph, Mo 

MEMPHIS MEDICAL MONTHLY Memphis 
Tenn. (nly Santee periodical published in the 
Mississippi Valley between St. Coals and New 
Orleans. Established 1880. 

MINING 
MINING AND SCIENTIFIC PRESS,San Francisco 
PAINTING. 

PAINTING & tg RATENG, O6F Bread- 
way, ¥. eet and most « — 
paper publishe “d for the (hes o anne 
worth more than price of o year’s sub’n. 
PARKS AND CEMETERIES. 

AND CEMETERY, Monthly 

PHILATELY 

AMERICAN PHILATELIC MAGAZINE, 

Neb. Monthly. Stamp men like it 
PRINTING INDUSTRIES. 

PAPER AND PRESS, "hiladciphia, Pa. 
The leading technical magazine in the world of 
its class—indorsed by and circulating exclu 
sively to employing and purchasing 7 rs 
lithographers, boo binders, bilan hook 
makers. manufacturing stationers, engravers 
etc., etc, Sample copies and rates on application. 

RELIGION 
ADVANCE, Congregational weekly 
Average issue in 1804 was 22,771 
SOCIETY 
San Francisco, Cal. 1 
SPANISH 

REVISTA POPULAR 
Spanish circulation inthe world 
in all languages : 46 Vesey St., N. Y 

SUNDAY PAPERS 

N. Y., TELEGRAM 

»pies weekly 

TEXTILE. 
Boston 


rHi 


users 


rhe Chicago. 


PARK Chicago 


Omaha 


Chi 


THE 


cago, IL. 


1,000 weekly 


THE WAVE, 


established 1888 Largest 
Translations 
City 


Circulation over 


ELMIRA 


100,000 c¢ 
WORLD. Largest rating 
TYPEWRITER 
PHONOGRAPHIC WORLD, New York City 

WOMEN. 


FASHION, New York City 
A million copies a year. 


TEXTILE 


QUEEN OF 
Issued monthly 
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JUST ONE OF THESE 
SIGNS IS AVAILABLE 
FEBRUARY Ist # #% # 





Ths w= CH&Dea 
size sia’ 19 ST LOUIS , 


of 
these 
signs 
gives 
chance 
for 
fine 
display. 
Being 
of 

iron 
they 
keep 


clean 


GEORGE KISSAM, i secceso: to carteron ¢ i 











PRINTERS’ INK. 





ameled iron, and traversing the best route in Cincinnati. 


ce $500 per year, signs to be furnished by advertiser. 


running cars—2 signs on each car. How can you beat it ? 








Ata 

cost 

of 

— i aa — i >a ee ) i about 
75¢. 

per month 
per sign 
you 

geta 
display 

in 
Cincinnati's 


principal 





streets, 
squares 
and 
pleasure 


resorts. 
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PRINTERS’ INK 


A JOURNAL FOR ADVERTISERS, 





te Issued every Wednesday. Subscription 
Price: Two Dollars a year ive Cents a copy ; 
Five Dollars a hundred. No back numbers 
After December 31 the subscription price will be 
increased to Five Dollars a year 

t . =P ublishers desiring to subscribe for PRINT 
eRS’ INK for the benefit of advertising patrons 
can obtain special terms on application 

t@ Being printed from plates, it is always 
possible to issue a new edition of five hundred 
copies for $25, or a larger number at same rate 
~ If any person who has not paid for it is 











r -iving PRINTERS’ LINK, it is because = one 

has subscribed in his name Every p r is 

stopped at the expiration of the time paid for 

New York Orrice No. 10 SPRUCE SIKEET 
CHICAGO AGENTS, 


Bennam & Incranam, Room 24, 145 La Salle St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 


NE W YORK. N IVE MBE R 13, 1895 
DISHONEST advertising is poison to 

business, and once administered it is 

difficult to find an effective antidote. 





Mr. Extis F. DRAPER, who is treas- 
urer of the Geo. P. Rowell Advertis- 
ing Co., is authority for the statement 
that Mr. Munsey has disposed of the 
last page of his magazine for a year, 
to four different advertisers each one 
of whom will occupy a quarter page 
and pay $6,000, making a total of 
$24,000 for the whole. And now Mr. 
Munsey is looking for other people to 
pay him a lot more money for space in 
the margin outside the border line. 
Probably this last page will produce 
for him, in 1896, not less than $30,000, 
and PRINTERS’ INK does not hesitate 
to assert that, high as these prices seem, 
not one advertiser in ten gets so much 
for his money as those who buy the 
space and pay the prices here told of. 

POSTMASTER HESING has evolved a 
scheme whereby publishers can have 
their papers delivered with greater 
promptitude in the city of Chicago. 
He supplies a map of the city, showing 
the different pt »st-office stations, and a 
publisher by consulting this is enabled 
to add to the subscriber’s address the 
station from which his paper will be 
delivered. Thus, John Smith could 
be ‘‘John Smith, 17 Madison St., 
Chicago, Sta. E.”’ If the publisher 
then causes the papers for each station 
to be tied in separate bundles and 
placed in sacks labeled Chicago, great 
results are to be anticipated. The 
Chicago postmaster even promises to 
aid publishers in preparing their mail- 
’ to conform to the plan. 








ing ‘* galleys’ 
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IF you have a great business, adver- 
tising will improve it; if an unprofit- 
able one, advertising wili supply the 
deficiencies. 

HOKE SMITH’s paper, the Atlanta 
Daily Journal, appearsto br 1 of the 
most prosperous in all the Stesh. The 
American Newspaper Directory for 
1895 gives it a guaranteed issue for the 
past year, daily, of 16,470, The pub- 
lished statement for the week ending 
October 25th shows an average of 
19,580 and October 2Ist it ran up to 


20, 560, 





THE San Francisco A.xaminer has 
contracted with PRINTERS’ INK to use 
the double page advertisement which 
precedes the editorial page. This is 
the one place in the paper where an 
advertiser is allowed to use the white 
margin between the two pages. The 
Examiner will use this conspicuous 
space every other week, for one year, 
twenty-six times. PRINTERS’ INK will 
now gladly sell the same space for the 
alternate wecks to some other equally 
good paper, if there is any such. The 
price fixed for this double page is 
$300 an issue, or $7,800 for the twenty- 
six times, covering the year every al- 
ternate week. ‘Thirteen times, that 
is, one week in every four, may be had 
for a year for $3,900. There is no 
more space like it. 


Mr. G. H. HAULENBERK is an ad- 
vertising agent at No. 6 Barclay street, 
New York. For a long time he was 
connected with the J. Walter Thomp- 
son Agency, and some people say that 
he controlled business to the amount of 
$300,000 a year. Mr. Haulenbeek 
has adopted an original method which 
should be much appreciated by news- 
paper men. He publishes the usual 
book such as all advertising agencies 
publish, and it is just as full of news- 
paper advertisements as any of them 
are, and no agency has ever set adver 
tisements or illustrated them in a man- 
ner to make a prettier book. The 
bold novelty of Mr. Haulenbeek’s 
idea consists not in superior type or 
illustration, but in the more notable 
and admirable quality that not one of 
the papers favored with an advertise- 
ment was asked to pay a cent for it. 
He selected his own mediums, illus- 
trated them in his own way, and brings 
them to the attention of his customers 
at his own cost, 

















PRINTERS’ 


IN advertising it is better to say little 
that means mv *h than much that means 
little. 


ONI HUNDRED AND FIFTY 
paid-in advance subscribers were added 
to PRINTE® “INK’s subscription list dur- 
ing the w, ending Wednesday, No- 


SEVEN 


vember 6. 





Ar the time of the draft dur 
ing the late civil war, the advertising 
agency of Joy, Coe & Co. occupied the 
on the second floor of the 


nots 


front rooms 
New York Tribune Building. Mr. 
W. W. Sharpe, who was at that time 


the head clerk for the firm, is reported, 
in a recent communication published 
in the New York Swm, as asserting that 


over a cart-load of bricks and stones 
came through the two windows. The 
firm of Joy, Coe & Co. succeeded to 


the business of Volney B. Palmer, wl 


is generally credited with being the 
Mr Sharpe 





original advertising agent. 
still in and 
considerable fund of information 
cerning agency methods in the early 
days. His reminiscences would not be 
without interest to the advertising men 
of to-day. 


business must have a 


1s 


con- 


Amos J. CUMMINGS, the first editor 
of the New York Fvening Sun, and 
one of the most brilliant of American 
journalists, was elected to ( ongress 
from the Tenth District on Tuesday, 


Nov. 5th. It is Mr. Cummings’ fifth 
term asa Congressman from New York 
City and his influence, ability and use- 
fulness are widely recognized among 
the men of all parties. Ex-Speaker 
Charles F. Crisp wrote Mr. Cummings 


just before election : 

My Dear Mr. Cummincs—I was very much 
gratified to learn of your nomination for Con 
gress, and I trust you will be elected. Your 


defeat would be a loss to the nation, and most 


unfortunate for New York. Experience « 


unts 


for much everywhere; but in no position, I 
sometimes think, does it count for so muct 
1s in Congress ou have been there for 
years; you have, by faithful and devoted 


service, reached the chairmanship of f 
the most important committees, the work of 
which is of great interest to the people of 
your State. Doubtless you will be continued 
n that committee, and could and would be 
f much service, not only to them but to the 
country at large. A new member, no matter 
what his attainments, cannot possibly have 
the influence and power that an experienced 
member of ability and industry possesses 
hope and trust that no divisions on local is 
sues will induce your people to deprive them- 
selves and the country at large of your serv 
i Wishing y 
icerely your friend 
« CHarzes F. Crisp, 


one 


es in the next House 


u success, 





I am, s 


iNK. 
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As THE best of goods dumped into 


a store ‘‘ hit-or-miss’’ would fail to at 
tract customers, so would an ad in 
which the matter—good enough in 





sell—is bunglingly expressed or poo 


displayed. 

rue work of the special agent is far 
better accomplished by the genera 
advertising agencies. These give ad 
vertising in all classes of publication 


while some are 


and 
instructions fr 


cl attention, 


hampered with mm their 
they many 


vested with discretionary power, with 


customers, are in cases 


the result that many advertisements are 


placed to the profit of the advertiser, 
as we assume to be the fact when such 
firms, either regularly or in season, 
continue with them year after year 
It is customary to decry the agencies 
but the fact that they have increased 


both in number and in the volume of 


their business shows that they are 
otent factors 
in working up the advertising questio1 


an 


have been essential and 





to the point that at present a busines 
house is largely ged by the extent 
of its advertising lericultura {d- 
rT ime. 
Ir is the custom of many newsdeal- 
ers to tear from magazines the pages 


that contain premium or club offers, o1 
anything that appears to be in the di- 
rection of diminishing the profits which 
newsdealers make In tearing out the 
page considered offensive, all other ad 
vertisements on that page, or the revers« 
ot it, also 

tisers suffer a dimunition of circulation 
that is not inconsiderable. Mr. Cotner, 
of the Sprague Correspondence School 


are torn out, and the adver- 


of Law, of Detroit, sends PRINTERS’ 
INK a letter from a San Francisco 
newsdealer, who states that such is hi 
practice, and who incloses fifty-eight 


pages of the Cosmopolitan which con- 





tained a notice of the Union Library 
Association, in taking out which th 
Sprague School and Dodd, Mead & 
Co. also suffered here does not ap- 
pear to be any remedy for this. It ha 
been s rested that no copies be ac- 
cepted as returnable wherein such mu- 
tilations occur, but this evades the 
issue, since the copies sold, and not 
the copies returned, are the ones in 


most harm 
] 


which the mutilation does 


Meanwhile, advertisers might do well 
to keep away from pages on which, or 
on the reverse sides of which, club offers 


and similar advertisements appear. 
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WILL GO ON THE SCAFFOLD. STAMPS FOR COLLECTIONS “Send 


a r lists. EK. T. PARKE iiehem, Pa. 
I have before me a letter from a Parisian — — 

friend, a gentleman of s literary note in | San Francisco, Cal, the 
stond, o guntioman of some llserasy nove in| THE WAVE, “Eadine Poche Coast ve. 
his own country, who informs me that he is ae ~ - ae ae 
: 4 rie = Mba F ciety, literary and political weekly. E. KATZ, 

learning — by the aid of a small text- | 186-187 World Bldg., New 1 000 weekly 
book and a dictionary, without any other in- | York, N. Y., sole agent. ’ guaranteed 


structor ; and os — = rT o- — I can 2 
] s any English as I think I will come | 

= tee Amaien td bm on ‘the svetield * woo D ENGRAV!I NG 
lecture.”"—Detroit Free Press. AND E LECTROTY Pl NG. 


= GOOD WORK AND REASONABLE PRICES. 
. . EASTERN ELECTROTYPING CO., 
Displayed Advertisements 91 Sabin Street, Providence, R. I. 








50 cents a line; $100 a page; 25 per cent TR UT Louisville, Ky. 
extra for specified position—tf granted. y 12,000 CIRCULATION. 
Must be handed in one week inadvance.| Leading Sunday paper. Thoroughly covers 
__— — —— | Louisville and the suburbs. 
WISCONSIN ACRICULTURIST, | Prices for advertising of 
RACINE, WIS, H. D. LA COSTE, 38 Park Row, New York. 








A SMALL MAN, A BIG BOY 


THE NEW pgm = MODEL WE 


POP eeceeeeesees seers 


<7 : 


A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
Chicago. CAMPBELL PRINTING PRESS & MFG. CO., New York. 
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TILL COMING... 


Other clients are still sending unsolicited testimonials as to the 
relative value of the advertfsing columns of 


The Harrisburg Telegram 


READ THIS— 


WZ 


DOP O FOTO FOTO VN INF OG 000: 


Lewistown, Pa., 9-30-95. 
To THe HarrispurG TELEGRAM, 
Jarrisburg Pa. 

GENTLEMEN—Our advertisement in your paper has brought us many 
replies and we feel it our duty to congratulate you on the HarRrissurG 
TELEGRAM as an advertising medium. We have received replies to our 
advertisement in the HARRISBURG TELEGRAM from every State in the Union. 

Yours for success, 
) E. Ciaspry, Mgr. 


nT 


Write for rates, 


HY 


Cc. E. ELLIS, 


Manager Eastern Office, 
517-518 Temple Court, New York. 


pea taantnantbantean: i — a —— 
DOL QDODY I NOU PRON URN! 
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The Church 
Standard 


Will work for you among the mem 
bers of the Protestant Episcopal 
Church in the United States, and 
articularly in the great Middle 
Jelt,asno other paper of its kind 
can do. Please bear this fact in 
mind in considering the composi 
tion of your list of mediums for the 
coming year. 


Putting our arguments for its use 
upon the lowest possible ground—it 
will save you money, as its rate per 
thousand is lower than that of other 
papers of its class. It is the experi- 
ence of our advertisers that the 
returns they receive put this con 
sideration quite into the back 
ground. Let us prove this to you 


If you want to reach what is un 
doubtedly the best buying class in 
the country at the lowest cost, and 
without in the least sacrificing 
quality, put Tak CHURCH STANDARD 
on your list. Unless, however, you 
have something to advertise which 
will appeal to them, don’t do it 


The Church Standard Company, 
Philadelphia. 
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Printing... 


BECAUSE you are not located in 





New York City is no reason why I 
should not do y ur printing. I have 
done work for people all over the 
United States—and have customers in 
England. Everybody is pleased with 
my work. Last week I printed a book- 
let for Bierman, Heidelberg & Co., 
the largest clothing manufacturers in 
the United States, and their manager 
said it was the handsomest piece of 
work he ever saw. I honestly believe 
that no other printer can do better 
work than I can. I want an order 
from you—no matter how small—just 
to get acquainted and let you sec what 


I can do. Iam responsible for all the 


| , 
| mechanical part of PRINTERS’ INK. I 


am proud of it. Address, WM. JOHN- 
STON, Manager Printers’ Ink Press, 10 


Spruce street, New York, 





‘Tell the TRUTH 
Company. 


To send you some Facts 
About Advertising— 
Advertising That. | 
BRINGS RESULTS. 


TURN THE SLATE OVER, THE 
OTHER SIDE MAY INTEREST YOl 
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should buy ‘*An honest tale speeds best when 
space in a plainly told.’’ 

journal reg- 

ularly for to 

years and _ en 


over THE——> 


It must be a paying 


investment or yo 
would not continue. 
That's just what some advertisers 


have been doing wit 


Circulation, 29,000 DAILY, 


You Should 32,000 SUNDAY, 


Otlers in proport 


Do Likewise a sileeia 


Write us for estima 
If you put it in The Worid it wins. 


THE WORLD, 
Kansas City, Mo. 
THE NATIONAL TRIBUNE, A. FRANK RICHARDSON, 
Special Representative. 
WASHINGTON, D.C. L. V. ASHBAUGH, 
Manager. 
Tribune Building 


BRANCH OFFICE, 
66 WORLD BLD., NEW YORK, | Chamber Commerce, 
BYRON ANDREWS, MANAGER. CHICAGO 
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/ i) Sine FROTH) 
Consider... 


Are e you paying $1. 00 aline 
Are you paying ewev liars 
Are you exe hy takes ‘s0alinee 
TRUTHSrateis 50. “Saline 
Yearly contracts 400 ‘Saline 
BETTER VALUE than you can obtain ia OM Tier 


vRDICh DO YOU DOUBT IT ? 
TRUTH LET ME ENLIGHTEN YOU. 
1 NEW YORK FACTS FOR THE ASKING 














PRINTERS’ INK. 

‘OR SALE—Leases for DALLAS STREET! @ a) 2) a) 7 7) 
I CAK ADVERTISING FRANCHISE ct 
and $1,200 unexpired contracts. W. ROBERT 
SON, 279 Main St., Dallas, Texas Your Salesman To Be Successful 


Must Attract, Not Repelap 


ee See 


MIDLAND 
MONTHLY 


published in lowa, it 
gion that has between nir 


million intelligent 


Quick, Cheap, Infallible 
al Process of Engraving 


Outfits $15 upwards. 
Old Plates Res overe 
ee 9 WP 1, 
. Louts, Mo. ates 
YE ARS mFS THOUSAND 


OLD. CIRCULATION. 


THE RECORD OF 
BRIDGEPORT'S ONLY MORNING PAPER 


THE MORNING UNION. 


BRIDGEPORT, CONN. 
te” ..RATES ARE LOW.. #9 


Celebrities, “x22 


Contains Each Issue 


ooo nou 


YELLE LID 


a, 


@& 


reading people 
best edited publicat 
New England States 


advertisers are prou 


A at mat mat ead ath eal 


your arguments 
manner 


before 
, , 


LLL 


10 Actual Photographs, 


cabinet size, regularly mounted and with biogra 

phic ye fam —— . and women of to-day. P : n 
«. a copy, $4 ear. Sample copy 2% 

dress C ELEBRI TES. 25 West 24th St., New York 


ee eo oe 


WEN TUES - 


The.... 
Mrs. SERENAH CREUG, of 
“ | Great 


1728 McGee St., 
Kansas City, Mo., under N th t 
date of June Ig, 1895, state or v es 


‘I have been ill with 


a 
0 
. 
(e 
0 
0 
U 
y 
’ 
0 
0 


Ma 
DES MOINES, IA 





A 


ee ee ee 


a 
LOUIS RICHARD SMITH, N 


Fastern Representative ry 
10 Spruce St., New Vork. 


\ 


aan 


Uy 
(a 
“s 


% 


is the granary of America. The 
dyspepsia and indigestion for farmers have sold their grain and 
about seven vears without have money in bank. Ihere is 

“as ; prosperity in the land. 
permanent relief until I : 


finally tried Ripans Tabules. 


After usinga box of chem! TAB NOrHwest Magazine, 


can eat anything without any 

unpleasant effect and am published at St. Paul, circulates 
: . snenadines Se . . 

gaining strength and think I throughout the entire Northwest 


aadll ia tl 
and goes into 
am permanently cured, and oh 


think it my duty to give this |% 30,000 HOMES MONTHLY. 
testimony, hoping that some . . 

fe ~ It is a standard publication and 
one sur ay om ; hana pays idvertisers For rates and 
cause may be benefited by 


sample copies write to 
using them. 


| s W. H. ENGLAND, Special Agent, 
mail if the. price (3) cents a bos) Is sent t| | 842 & 844 Broadway, New York. 


The Ripans Chemical Company, No, 10 Spruce 
St., New York. Sample vial, 10 cents. | vee r Mae 
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Southern 


Farmer, 
Athens, Ga. | 


The leading agricultural we 4 
) cation, and having the largest cir- 


| The... 


[UALALIEIALZ IZA 





€ culation of any paper of its ane 
t in the South. 
U It thoroughly covers the wars 
south of the Ohio River, and is 
read by the best people in that | 
great territory. 

No advertiser, who omits this 0 


arereare VI2222ez 


paper in placing his business, can j c 
u ) hope to reach the people. Adver- 
I tising rates very low. Address 1 
THE SOUTHERN FARMER, 


ATHENS, GA. 


a 
u 
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Woodward's 
. Monthly, 


The well-known household 
magazine, has a circulation 


40,000 


That should bea sufficient 
hint to advertisers. For rates 
and sample copies, write to 


W. H. ENGLAND, 
842-844 Broadway, 
NEW YORK. 
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PRINTERS’ INK. 


Doubt 


About 


|The 
| Peterson 
Tlagazine 


‘It 
Pays 
Advertisers 


Penfield Pub. Co. 
109-111 Fifth Ave., 


New York. 


FRANK E. MORRISON, 
Special Agent, 
500 Temple Court, 





New York. 
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Depending only.... 


on the high quality of the reading-matter it provides, 


Offering an and its heipfulness to adult Sunday-school workers 


Exclusive The Sunday School Tunes 


Following has obtained the distinction of possessing the largest 


subscription list on these lines of any religious paper in 
this country. ‘The average issue for the six months just 
passed, of 1895, was 174,134 copies weekly. 


The Wealth.... 


f the religious world, and the greatest percentage of 
communicant members, are found in the denominations 


epresented, by these papers: 


====== === ====55>= 


== 


Jef Lutheran Observer Episcopal Recorder 
7 Presbyterian Journal Lutheran 
Ref'd Church Messenger Christian Instructor 
Christian Recorder. 
With one exception they are the only papers here repre- 
senting their denominations, Some are the only papers of 
their denominations and others are the official organs. 


% 


i - + > + + + + SS St oS SS eS ee ee OE OS SS SS > 


Intending Advertisers 
are invited to test the value of this exclusive following, The Religious 
This circulation of over 230,000 copies weekly is 
offered at a low price. If the article to be advertised Press Association 
appeals to well-to-do pe le in good homes we can hel; 


to make the advertising of it profitable, Philadelphia 


z= =A <= = = = = = = Se eS = Se == 
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Dayton Times, Est. 1844. 4,500 Daily «eee 
Evening News, Est. 1885. 9,500 Daily ¢e«e« 
Weekly Times-News, Est. 1808. 4,500 Weekly 











If age counts for anything—the accumulated advantages of many years’ continuous 
existence, such as the confidence of a prosperous, intelligent community, a large and 


influential circulation—tneEN clean, progressive, reliable papers like the 


DAYTON TIMES 
EVENING NEWS 
WEEKLY TIMES-NEWS 


are of decided value to advertisers having articles intended for home consumption. 
Be sure you get the best paper when you contract for space in Dayton. The 


cheapest price is not the only thing to be considered. Particulars as to rates of 


H. D. LA COSTE SPECIAL 
38 PARK ROW NEWSPAPER 
NEW YORK REPRESENTATIVE 





4 
4 
{ 
; 
‘ 
4 
4 
; 
{ 
{ 
4 
; 
4 
; 
‘ 
‘ 
‘ 
{ 
‘ 
‘ 
; 
; 
; 
{ 
‘ 


6h Al bl hl Al hl hl hl hl le el il el hl le hl il Al el le il le il le i i i i A 

















PRINTERS’ INK. 


i ~ 
PEORIA, ILL. (Formerly Terre Haute. 


The only ILLUSTRATED MAGAZINE 
of the RAILROAD BROTHERHOODS. 


Reciprocity of Patronage... 


is only true with the Locomotive Firemen’s Magazine—where 
the readers are the owners. The patronage of the 

insures the return patronage of the readers—who are the joint 
owners. The intrinsic reading value is correspondingly enhanced. 
A trial ad proves all this. Now is the best time to make it. 


advertisers 


00 OOOGee-- 
For Rates ——.% 
/. N. GATES, Manager Advertising, 
29 EUCLID AVENUE, CLEVELAND, 0. 


THERHOODS.’ 


N. B.—Send for Booklet Free on “ B 








3,100 Libraries 


in as many schools in the State of California. 
Every one subscribes for the only 
magazine on the 


PACIFIC COAST.. 


Fifty pages of high-class advertising in the 
October number of 


Overland Month 


FRANK E. MOKRISON, 


EASTERN AGENT, 
TEMPLE COURT, NEW YORK CITY. 
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HIGHER AND HIGHER 


RISES THE CIRCULATION OF 


T*e Chicago Dispatch 


Following is the Circulation for Octoher, 1895. 


Total for the month, = — 1,679,855 


Daily Average for June, 1895, - 

Daily Average for July, 1595, 

Daily Average for August, 1895, 

Daily Average for September, 1895, - 
Daily Average for October, 1895, 


JOSEPH R. DUNLOP, 


59,171 


59,905 


60,107 
61,008 


62,210 


R. A. CRAIG, 15 and 117 Fifth Avenue, 


EASTERN REPRESENTATIVE, 
41 TIMES BLDG., NEW YORK CITY. 


CHICAGO, ILL. 
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CHARLES AUSTIN BATES, ON 
THE “EVENING POST.” ####% 














“(BC the New York Evening 
<i Post is the excellent typog- 
Bs raphy. The ads always 
’ look nice and clean and 
easy to read. 
Everybody that knows anything about 
the Evening Post knows that its reading 
matter is absolutely reliable. When you 
feel that way about the reading matter, 
you feel the same towards the ads—you 
cannot help it. The make-up of the 
Evening Post is good for advertisers. The 
paper that is conveniently arranged and 
easy to read is a good paper for advertisers. 
I believe that of the 25,000 readers of 
the Evening Post, fully eighty per cent. 
read the ads, and this is a greater 
percentage than any other newspaper 
printed in New York. The Evening Post 
readers are a class distinct by themselves, 
and when you advertise in the Evening 
Post you know what you are reaching. 
The Evening Post is a paper for ie 
who are willing to pay a fair silks Tor 
the best goods and the best service.e They 
would rather have what they want than 
have a bargain in something they don’t 
want.” 
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Peoria and Peorians 


Don’t Get Left. 


During the past year, among other things, 
Peoria has secured 


Three New Factories, One Large State 
Institution, A Magnificent System of Parks, 
Grand Lodge Brotherhood Locomotive Fire- 
men, Grand Lodge Brotherhood Railway 
Trainmen, Grand Lodge Order Railway 
Telegraphers. 


t 


L these things add to the population 
of the second city in Illinois, which 
eadily 


A' 
is stead ting toward the 100,000 


mark Advertisers who 
the 
heart of Illinois 


DON’T GET LEFT 


If they use our Papers 
The Daily Transcript, 
The Weekly Transcript, 


The E vening Times, 
The Illinois Farmer. 


THE TRANSCRIPT CO., 


PEORIA, ILL. 


Eastern Representative, 


PHILIP RITTER, 


American Tract Society Bidg., N. Y. 
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You Have Not 


that is, some of you have not, covered 
the Northwest as yet, 


And You Can’t 


unless the 


| 

| 

St. Paul... 
| . ... Tlobe 

| 





is used. 





Bear in mind the territory we cover is 
in the most flourishing condition, and it 
is absolutely necessary for a general adver- 
tiser to cover Minnesota if he wants to 
sell goods to a prosperous community. 


For further information apply to 


} Cc. E. ELLIS, Special Representative, 
: - : 
. 517-519 Temple Court, New York. 
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Pm ie 
SHR Cee Se he Ree Gs So Seogee eee 


That’s our trade mark and that’s what wedo. Shall 
we Advertise Judiciously for you? You furnish a meri- 
torious article and we devote all our skill and ex- 
perience to creating a demand for it. Together we are 
sure to win, Write us. 


Our book, “America’s Magazines and Their Relation to the Ad- 
vertiser,”’ mailed free. 


LORD & THOMAS, 


Newspaper and [lagazine 
Advertising, 

45-49 Randolph Street, 
CHICAGO. 


0404060900890 909000080 
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THREE GREAT CHARACTERISTICS: 


ENTERPRISING, 
PATRIOTIC, 
RELIABLE. 


ee 
Baltimore American 


Baltimore, Maryland. 


Unsurpassed as an Advertising Medium, and amoug 


one of the oldest Papers in America, 
being founded in 1773. 


It possesses the cardinal features that make it profit- 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers; these are the char- 
acteristics that give a newspaper that quality that 
shrewd advertisers seek. ‘“‘*THE AMERICAN” is 
such a paper. Its circulation is good and increasing 
rapidly, and advertisers will find it a paying medium. 


” 





Sunday, = 100,000 


Circulation : Daily,- - = 40,000 


Twice-a-week,= 45,000 





A. FRANK RICHARDSON, 


Tribune Building, Chamber of C ce, 
New York. Chicago. 





D. P. BEVANS, Eastern Manager, 165 World Bldg., New York. 
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The Gain —~ 


in advertising in 


mt Mail ana 
Express 


during the month of October, 1895, amounted to 


...71 Columns... 


as compared with the same month last year. Large 
as this gain is, it only partially represents the progress 
the leading evening paper has made in the esteem 
of the most discriminating advertisers. 


-$006OC- @ —dOCe--- 


To Book Publishers : 

During the past 12 months the advertising 
of Book and Magazine Publishers in THE MAIL AND 
Express has increased over 500 per cent, the largest 
gain shown by any New York newspaper. Among 
these discriminating publishers are: 

Messrs. D. Appleton & Co.. Messrs. Harper & Brothers, 
Messrs. Charles Scribner's Sons, Messrs. Longmans, Green & Co., 
Messrs. G. P. Putnam’s Sons, Messrs. Houghton, Mifflin & Co., 


Messrs. Roberts Bros., Curtis Publishing Co., 
Frederick A. Stokes Co., Messrs. S. C. Griggs & Co. 


These great gains are made because advertisers in 


THE MAIL AND Express get 


—— Results 
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Out in the Extreme Northwest 
Neck of the Woods Things 
are Humming. 


Seattle is lively. Puget Sound is lively. 
Washington is lively. 


The Post-Intelligencer 


IS BOOMING. 


In Seattle they are 
Digging a $7,000,000 canal. 
Building a warship. 
Putting up factories. 
Paving the streets. 
On Puget Sound they are 
Cutting more lumber than ever before. 
Making and shipping more shingles. 
Catching and canning more salmon. 
In Washington they are 
Harvesting a great big crop. 
The mines are turning out bullion. 
The stock raisers are prosperous. 


Do you want Washington 
Dollars ? 

The POST-INTELLIGENCER, Daily, Sun- 
day and Weekly, is the paper of Washington. 
Guarantees double the circulation of any paper 
in the State. 


Seattle Post-Intelligencer, 


SEATTLE, WASH. 
DoD] 


A. FRANK RICHARDSON, 
SPECIAL AGENT, 


13, 14, 15 Tribune Building, - - New York City. 
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Circulation of OMAHA DAILY BEE for 1894 
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Tc 28,000 people daily. 
THE DENVER TIMES 
DOES 


To 30,000 people weekly 
through the 


DENVER WEEKLY TIMES-SUN. 


TWINS 


The most vigorous in Western 
Newspaperdom. 


. 





Speak 


RATES AND INFORMATION FROM 


A. FRANK RICHARDSON, 


Tribune Building, New York. 
Chamber of Commerce Buildiag, Chicago 





6. F. SEYMOUR, DEL. 
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Do You Know ? 


THAT THE 


ADVERTISING 


ON THE 


Brooklyn Elevated 


RAILROAD 


is conceded to be the BEST of. its 
class in the world! 


IT 1S BECAUSE: 
Men of large experience are in charge. 
Advertisers get a larger and better dis- 
play there than anywhere. 
The rates are very low. 
The system covers most of Brooklyn. 


, 


1000 @E> ©<2O0e--- 


For rates address, 


GEO. KISSAM, 


Successor to CARLETON & KISSAM, 
35 SANDS STREET, BROOKLYN. 
POSTAL TELEGRAPH BUILDING, NEW YORK. 
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Grandfather 
Son... 
Grandson.. 


Three generations have been read- 
ing the papers of the Chicago News- 
paper Union. They were good 
enough for the old grandfather; as 
the years sped by they improved so 
much that the son found them equal to 
his requirements; to-day the grandson 
finds that they have kept pace with 
progress, and he, too, is satisfied. The 
old grandfather’s taste wasn’t very 
fastidious perhaps—but the grandson 
isn't so easily pleased, and the fact that 
these newspapers please him show how 
much they have been improved within 
the last thirty odd years. 


Thirty-one Years Ago.. 


The Chicago Newspaper Union began 
the printing of co-operative newspa- 
pers. From the first the best edi- 
: torial and mechanical ability has 
E been employed to make them perfect. 
They have retained their original 
prestige and in America you will look 
in vain for a better class of country 








papers. 

Bs Wise advertisers use papers that 
3 people read. Such are the papers com- 
i posing the 


' CHICAGO 
E - NEWSPAPER UNION 


% 

: 87-93 S. JEFFERSON ST., CHICAGO. 

} 10 SPRUCE ST., NEW YORK CITY 
From either place catalogues may be had. 


; 
b 
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; DEPARTMENT OF CRITICISM. 








By Charles Austin ‘Bates 


Advertisers everywhere are 

and to offer suggestions for the betterment of this department 
advertising will be 

booklets, novelties, catalogs. 





GENERAL ADVERTISING. 
BINNER EN SRAVING Co., } 
195-207 South Canal street 
Cuic AGO, Oct. 22, 1895. 


Mr. Charles Austin Bates, care of * Print 
ers’ Ink”: 

Dear Sitr—I look for Printers’ INK as 
regularly as I look for my coffee at break- 
fast, and the first thing I turn to when I get 
it is—not the first page nor the last—but to 
your Department of Criticism, and read it 
through, word for word, to the end. I pre- 
sume this is nothing new for you to hear, for 
I think there are others ft are just as 
much interested in this dapustes nt as | am 
If they are not, it strikes me there is a lot 
of chumps in this world. In an interview 
with a large advertiser the other day, he was 
speaking about your criticisms and your can 
did expressions and the good judgment used 
in your criticisms, and as we have been re- 
ring letter after letter the past year criti- 

cising the Pabst mode of advertising—that 
is, in  pastioulan, the Egyptian style—it ox 
curred to me that perhaps you would not ob- 
ject to giving me your candid opinion of our 
designs that we have been making for Pabst 
during the past year. I do not refer to the 
type matter. I think your criticism some 
time ago was a very just one, when you re- 
ferred to Mr. Morrison saying too much 
Some men will be very valuable, and their 
advertising space will bring big returns when 
they learn when tostop, but thetrouble is some 
of them never know when to stop. However, 
as the Egyptian style of designing will not ap- 
pear after Gasater, and we start a new style 
of designs with the January number, I would 
like very much to receive your criticism. | 
do not think you would devote any space in 
Printers’ Ink for this, and for that reason I 
trust | am not imposing upon your valuable 
time and good nature by asking you to write 
me just exactly what you t nink of these 
Pabst advertising designs, and c ompare them 
with Hood's Sarsaparilla, Pears’ Soap, Royal 
jaking Powder, etc., or, if you will, compare 
them with the other brewery advertisements. 
Although I am only an illustrator and en- 
graver, it has always been my object to in- 
crease the advertising space of the trade 
journal magazines, etc., and especially im- 
prove the looks of the advertising space by 
attractive, up-to-date designs. Do not be 
afraid to be severe with your criticism, or 
that you will hurt our feelings. We have none 
to hurt, so you can fire away all you wish. 
It is the criticising which will improve a 
man’s work, Permit me to say, in advance, 

that should you see fit to give this letter any 
notice at all, and favor me with a reply, as 
per above request, same will be highly ap- 
preciated, and I wish to thank you in ad- 
vance for same. We have placed your name 
on our mailing list some time ago, and trust 
you have seen some of our reations, (among 

them, ** Modernized Advertising.”” * Froth 








invited to send matter for criticism ; 


criticised freely, frankly and fairly 
Tell me your advertising troubles 


INK. 59 
we 

to propound problems 

Anything pertaining to 

Send your newspaper ads, circulars 

perhaps | can lighten them, 

ew 

of Froths,’’ and ** More Creations.” If not, 
please mention it in your letter, and I l 
send you an extra copy of each. If I have 
taken up some of your valuable time, I trust 


you will pardon the intrusion and forget all 


about it. Simply drop it, and, if I de not 
hear from you, it is all right 
ours very truly, Owen N. BINNER 
The display of this Pabst ad has 
certainly been most excellent. I do 


not admire the Egyptian designs for 
their beauty, but far striking 
effectiveness is concerned, they 
tainly leave nothing to be desired. If 
it were possible to make them just as 
and leave out the Egyptian 
feature, they would be more pleasing 
to me, persona]ly. Egyptian art seems 
to me rather grotesque. There is 
question about the fact that these 
signs have been exceedingly strong. I 
doubt if there are many people in the 
United States who haven’t seen them, 
That makes them good advertising. 
There is this point to be considered, 
however: the space used in all cases 
has been very liberal. The ads would 
have been more or less prominent, any- 
way. However, looking at the matter 
from all should say that this 
line of advertising had been the most 
striking of any that has been published 
this year. 


as as 


cer- 
strong, 


no 


de- 


sides, I 


* * 
” 
Kansas City, Oct. 17, 1895 
fustin Bates, Department of 
Criticism,’ Printers’ Ink,’ New York: 
Dear Sir—I inclose four ads which I de- 
signed for a Kansas City 7¥mes advertiser, 
and I would be pleased to have you pass 
judgment on their merits and demerits in 
your able Department of Criticism. In get 
ting up these ads, it occurred to me that, 
with so common a remedy as a pill cur 
some essentially distinctive features must be 
given the advertising to attract attention and 
enhance value. This I tried to do by 


Mr. Charles 





its 


giving the ads a border different from any 
thing now being used, and which also ap- 
plies directly to the article itself. Another 


feature that seemed to me good was to eradi 
cate the nauseating description of the malady 
that graces (?) so much pile cure advertising. I 
tried to tell the story decently, confining my- 
self more to the virtues of the remedy than 
to gruesome details of the disease. The 
victim knows how much he suffers; what he 
wants is a cure, 
Your criticism we 
besides myself, which will partly 


yuld be of value to others 
atone for 





a 


a lal 
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my selfish motive in desiring to know how 
well | have succeeded in making these ads 
worthy the name. Very truly yours, 
FRANK MARKWARD, 
Adv. Dept. K. C. 7imes. 

The theory that ‘‘the victim of a 
disease knows how much he suffers, 
and knows all the details of his trou- 
bles,’ is a very good one; but I 
doubt if it will ‘‘sell goods.’’ I be- 
lieve that the medical ad which gives 
symptoms and tells the progressive 
stages of a disease, saying plainly 
what it will lead to if it is not checked, 
is the one which will produce the most 
effect on the ordinary mind. I believe 
most ailing people get a morbid satis- 
faction from reading vivid descriptions 
of the symptoms of their sickness. 
They will go through a list of symp- 
toms and check them off mentally. If 
they find that their case represents 
enough of these symptoms, they are 
pretty sure to buy the medicine thus 
advertised. When a man reads a 
medical ad that tells him exactly what 
his symptoms are, he is likely to be- 
lieve that the man who made the med- 
icine knew what he was doing. If 
your ad shows that you know just ex- 
actly what you have undertaken to 
cure, and tells something of the 
method by which you obtain the cure, 
it will reach a great many more people 
than a mere abstract statement that 
your medicine does cure. In advertis- 
ing it doesn’t pay to take things for 
granted. It doesn’t pay to leave any- 
thing to the chance that people may 
know about it already. It is really 
astonishing how little a man may 
know, and yet keep out of the way of 
the trolley cars. When you presume 
on the knowledge of the readers of 
advertisements you are figuring on an 
unknown quantity. If you think 
people ought to know a thing better, 
tell them. You may think that there 
is nobody in the world so stupid that 
he doesn’t know that particular thing, 
but if you do you are mistaken, It 1s 
astonishing what a lot of things people 
don’t know. Besides that, one of the 
most convincing things you can tell a 
man is something that he already 
knows. If he sees that you know it 
also, he will naturally think you a very 
smart man to have found it out, be- 
cause he knows he is smart to have 
found it out. The kind of an ad that 
sells goods is the kind of an ad that 
makes a man say, ‘‘ That’s so; that’s 
exactly my idea of it.” It doesn’t 
pay to be too startlingly original. Orig- 
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inal people are never very warmly 
received. When a man springs some- 
thing entirely new, that nobody ever 
heard of, he is generally looked upon 
as a crank. People don’t understand 
the new thing, and naturally believe 
that, as they can’t understand it, it is 
utterly worthless. 

Take a little retrospective glance at 
the history of the world, and see how 
many original people have been burned 
at the stake and imprisoned. See how 
many ot them have died in poverty 


and disgrace. The successful man is 
the one who tells an old, familiar thing 
in a new way. And even the way 
should not be too altogether new. It 


is exceedingly gratifying to the youth- 
ful student to find that Emerson and 
Carlyle and the rest of the philosophers 
agree with him. His estimate of their 
greatness rises very rapidly after that. 
Vanity and flattery are two of the 
greatest moving forces in this world. 
They are great, good things to use in 
advertising, even though they be used 
in only a negative sort of way. 

To go back to the beginning : I am 
told ‘‘ The victim knows how much he 
Doubtless he does, but I don’t 
believe there ever was a sick human 
being who didn’t want other people to 
know how much he suffered. That is 
one of the chief joys of being sick, 
Most men are not at all satisfied to be 
sick and not have people thoroughly 
appreciate the fact. They want it 
distinctly understood that they ara 
great sufferers. If you want an adver- 
tisement to catch a sick man, tell him 
what a great martyr he is. Tell him 
he is going rapidly into a decline, and 
thac the consequences of neglecting 
himself are very terrible indeed. 


suffers.” 


These things are all true. I don’t 
advocate saying anything that isn’t 
true. A sick man is sure to be uncom 


fortable. He is sure to suffer. Hi 
trouble is sure to increase if he doesn't 


attend to it. An advertisement ought 
to go into details. It ought to tell him 


just about how sick he is, and about 
what a hard time he has, and how 
much harder a time he will have, if he 
doesn’t get ‘‘the kind that cures.” 

I like to see advertising that is nice, 
and clean, and pretty, and inoffensive. 
Theoretically it is very mtch better 
than advertising that is ugly and 
brutal. Practically, it isn’t always so. 
Human tastes differ. Human suscepti- 
bilities differ. Human _ perceptions 
differ. A great deal depends on train- 
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ing and conditions of life. It 
with other animals besides men 
a spirited, thoroughbred horse, and 


7 


barely touch him with the soft cracker 
try to jump out 
get action trom 
Take 


Roman nosed crowbait, 


of a whip, and he will 
of the harness You 
him immediately. 
thick headed, 
you can pound him with a black- 
tired without 


1] 
old, 


some 


Ln 
snake whip until you ar 


making any impression on him, He 
is used to that kind of treatment, and 
if you want to convince him that an 
accession of speed 1s desirable, you 
will have to use the arguments with 
which he is familiar. 


Same way with people 


+ * 
RETAIL ADVERTISING. 
Mr. A. M. Grist, of the Yorkville, 
S. C., /nguirer, has sent me some 
advertisements for criticism. One of 


them follows : 


WHOISIN HELL? | 


This was announced as the subject " 
sermon to be delivered by a well-known 
New York divine some months ago s to 


how the reverend gentleman answered the 
question I am unable to and | 
quite sure that I cannot answer the que 
tion as I have never been there; but I ca 
answer the question which is al 
important. 

WHO ARE THE BEST 

DRESSED MEN IN 

YORK COUNTY ? 

Anybody can answer that ; even Buckle, 
Gallus & Co. will gently whisper into y r 
ear that the best dressed men 
who will wear nothing but 


STROUSE & BROTHER'S 
HIGH ART CLOTHING. 


That is if you want quality, finish, fit, 
style and reasonable price, and will ad 
that you can get them from Hunter only 
| am advertised by my loving friends. 

Besides Strouse & Brother’s Clothing I 
have a large stock of Clothing that 
strictly first-class and only cheap in price 
See me before you buy clothing 

Hine & Lynch Shoes for men, and 
Weylman’'s Shoes for Women are the best 
that skill and money can produce. 


JOHN J. HUNTER 


say, ur 


n 


below, 


are those 


I wonder how long it will be before 
people cease to believe that this kind 
of advertising ‘**smart ’’—that it 
helps to bring business. it may be 
better than the old style business card, 
which merely stated that John Smith 
had a full line of men’s and 
clothing, but I fail to see the improve- 


is 


boy's 


ment. If the entire first paragraph 
had been cut off of the ad, it would 
have been a great deal better. It 
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been a fairly 


of the ad 


would then have 
The 
to give offense to a great many people 

It doesn’t make any difference what a 
he ought to be 
not to offend the relig- 
the community. The 
elieve in and help to sup- 


ge “ vl ad 


vead-line is pretty sure 


business man believes, 
caref i 
part of 


people who b 


pretty 
1OUS 
S are 


port the churche generally those 


t the most desirable trade 
In any community. A merchant may 


not believe as they do. He may think 


who represen 


they are {ools or hypocrites but he is 
after their dollars, just the 

Aside from this critici 
there 
this first paragraph has nothing what- 


same. 
sm on the 


id, 


; one almost as important—that 


ever to do with the clothing business. 
putting it in at 
to attract 

If you 
attention with something 


rhe re 1s no excuse for 
all. If the 


attention, it 


one object was 


was needless. 
can’t attract 


about your goods, or some thing direct- 


ly pertaining to them, you had better 
not get attention at all—chances are 
your goods don’t deserve attention. 


Che best thing to do is to get down to 
business ] 


just as quickly as possible. 
Advertisements are not literature. 
They are primarily business news. 
They may contain arguments and 


similes, and perhaps sometimes a bit of 
humor, but these things are subordi- 
nate. The object of an ad is to convey 
of information about busi- 
ness or goods. This can be 
attractively and convincingly, without 
dragging in irrelevant matter. 
Another ad from the same source is 
a great deal better. I don’t really see 
that there to about 
this ad. It is well calculated to attract 
and to hold attention, and it ought to 


bring 


some piece 


done 


is much 


CTITICISE 


business 


SHUZE! 


My advertisements this week will be de- 
voted almost entirely to my Shoe depart 
ment, and I'll tell you some things you didn’t 
w before, it will pay you to read 
not only this week, but all the 


n and 


these ads, 

First 1 want to tell you something of 
Douglas, the $3 shoemaker A weeks 
there a meeting of manufacturers, 
make a specialty of $3 Shoes, to decide 
whether or not they would advance the price 
of their Shoes to $3.50. All of them said 
‘yep”’ to this proposition except Douglas, 
and he said ** NOPE," and he gently added 
that he had been making them at that price, 
and would continue it, regardless of what he 


few 
ago 


wh 


was 


lost. I have just received a large stock of 
Douglas $3 in all sizes and widths, in Con 
gress and lace. Try a pair, you will like 


them, as 1,000,0c« 


other people de 
Below I give a few prices « 
this week: 


n goods received 
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Emporia, Kansas, Oct. 22, 1895. 
Mr. Charles Austin Bates, New York 

Dear Sik—I was very much interested and 
thoroughly warmed up with the appropriate- 
ness of your editorial in the Department of 
Criticism in Printers’ Ink of last week 
Perhaps that article may find the readiest 
response in the minds of advertisement 
writers of all stations, but it certainly strikes 
home to a considerable majority of the store- 
keepers. It ought to set business heads 2 
thinking wherever the “Little Schoolmaster ’ 
goes. It ought to tell a host of business men 
that probably they don’t know as much about 
the workings of their business as they thin 
they do. It ought to make hundreds of mer- 
chants leave their private offices and big 
ledgers and wander about in the various 
parts of their establishments where goods 
and customers come together and see if every- 
thing is going on just as they'd like to have 
it. Doesn’t history tell us that, during the 
Revolutionary War, grand old George Wash- 
ington with all the confidence he had inevery 
member of his ragged, half-starved army and 
with all the confidence they all felt in him— 
doesn’t it say somewhere in those annals that 
he slipped out of his tent one night, unknown 
to any one and in disguise, and surprised a 
sentinel on duty, just to see if the fellow 
fully understood the work he had to do. 
And, if | remember aright, he found that he 
didn’t and Washington posted the fellow at 
once. Wouldn't it profit the great merchants 
(and the greater the merchant the bigger the 
profit) to take Washington's example into 
their business? It might be much easier 
than they think to find a good many places 
about their business premises where a few 
words in the right direction would return 
them dollars and dollars. 

It’s the big city merchants who can profit 
most by your timely remarks, but they are 
full of wholesome meat for the smallest re- 
tailer as well. 

Arrogance behind the counter is usually 
born ina fine suit of clothes, but rich and 
elaborate store fixtures and a swell stock of 
goods do much to foster it. The spirit of 
the majority is almost certain to make itself 
manifest in every corner of the establishment. 

If most of the clerks are inclined to be top 
lofty the rest are liable to catch it, and it is 
true, as well, that one or two “high and 
mighty "’ clerks will find it hard to exist 
among a houseful of courteous and obliging 
salespeople. I don’t believe the small mer- 
chant is as often handicapped by frigidly- 
mannered clerks as his big city brother; he 
may not have as many pages of valuable ad- 
vertising space made practically worthless 
by petty uppishness behind the counter, but 

e has some. It will pay any merchant, 

reat or small, to see that every person on 
fis pay roll is alive to the importance of 
being warmly cordial, no more nor less, to all. 
The object in retail business is to sell goods ; 
that’s the only excuse it can offer for its 
existence. An intelligent, obliging, salesman 
can sell goods honestly and at an honest 
price; he can sell more goods at a time and 
sell oftener ; he makes a good ad worth more 
than several thousand extra circulation. In 
fact he’s the best support the ad has ; the best 
ad on earth couldn’t earn its salt without him. 
Merchants everywhere ought to cultivate 
and encourage that spirit among their clerks 
more than they do, and then they ought to 


get the best ads they can afford, and with a 
combination like that it will be queer if the 
sheriff ever has a chance to stick his flag in 


PRINTERS’ INK. 


front of their door. I inclose one of our ads 
clipped from one of the Emporia dailie 
Your article suggested the head-line and the 
spirit that I tried to infuse in the ad. It wasa 
good suggestion to me and I made the best 
ad out of it I could. I expect to follow it up 
through the season with other overcoat ads 
specially describing certain lines of coats, 
one at a time. Yours weues tfully, 
DAVENPORT, 
With J. J. Epw sane, Emporia, Kans. 


'AWARM RECEPTION 


Is ready for anybody, big or little, 
who will take the trouble to come in- 
side this store to-morrow. We're 
going to make the first real start into 
the Overcoat business then. Together 
with the fun of selling an occasional 
Overcoat, we'll have the fun of show- 
ing sights of people sights of Over 
coats that will make them Overcoat 
hungry. We'll be showing heavy 
Oxford Cassimere Sack Overcoats, 
with velvet collars and heavy striped 
linings, for $8.00. We'll have the fun 
of display ing heavy Cassimere Ulsters, 
with great high collars and thick plaid 
linings, at $6.00, that would be very 
much at home in some houses at eight 
dollars. We'll be showing double- 
breasted Ulsters of heavy Black Thi- 
bet for $10.00, and great cosy fellows 
made of pure Irish Frieze, wich flannel 
lined pockets, as warm as a steam pipe 
and as comfortable as a grate fire, at 
$12.50. We'll be showing Boys’ Ulsters 
for on $3.75, $4.75, $5.50, and big 
shaggy ones of black Chinchilla at 

7.50 that will make a boy long for a 
blizzard. 


J. EDWARDS, 509 CommeErciAL. 





* 
* 


READY-MADE ADS. 


{I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
iven to the author when he is known. Contri 

yutions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—C. A 


General— By B. Likes). 


CONSERVATISM 


in our advertisements and the avoidance of 
all that is sensational are the elements by 
which we have won the confidence of the 
public. This conrrpence we hold steadfast 
as adamant by selling only such goods as we 
know to be reliable from every standpoint 
and prices that are assuredly correct—or 
your money cheerfully refunded. 


TO-DAY : 


For a Furniture Store—(W. Hoeke). 


LOOK 


everywhere, see all the stocks in town, 
then come and see us, and if we don't 
= you better styles and better goods 
or the same money then don’t buy 
from us. Remember, we don’t sell 


shoddy. We let others do that. 

















PRINTE 


For Stationery—(Eyrich & ¢ 


THE MEASURE 
of cheapness is not how little 
you have paid, but what you 


lave gotten—how much of qual 
ity and how much of quantity 
Our Paper costs pe: 
quire with envelopes—more than 


other kinds—but the pleasure of 
using it, the satisfaction of know 
ing you have the highest product 
of the > Pape rmaker’s skill, tell 
va Furnishine Store—(Gilkeson & Child) 
Have You 
. 
Ever Noticed 
How bright the handle of 
our front door is? 
Sapolio? Oh, no; just the 
ordinary usage of our trade 
Underwear days are here, old winter is 
beginning to show his teeth. We carry the 


largest line of Underwear for gentlemen in 
the city. There’s no thing in Underwear, 
worth having, that we can’t show you, from 
a soc. Merino to a $5.00 Combination Suit 
We believe in the beautiful. Our garments 
are in the season's prettiest colors 





(Victor E 
Every Day a 
Red Letter Day. 


Honest values for the 
money. ook over our 
offerings. See them for 
yourself. Prices can give 
you no conception of the 
sterling values in every 
line. 


Adler) 


General- 


For a Grocer—(J. 


If We Can’t 
Get the Best 


want none. That’s our principle in 
We deal only with firms who pro- 
We order only the choicest 
of the best. Isn't an article in either of our 
stores that won't please you. And we've 
everything you could wish in Groceries, 
Luxuries, Wines, etc. 


Magruder) 


—we 
buying. 
duce the best. 


§2" Compare our prices with any. You'll 
find they’re lowest here, for the best. 
For a Dry Goods Store—(Gilkeson & Child). 
. 
LITTLE GIRLS! 
You know those Png little 
Caps with long tails e’ve a 
windowful. Pick out one; run 


home and ask mamma to buy it, 


quick. All little girls are going 
to wear them. Roman stripes 
are the prettiest. Price, —cents. 


Genuine Scotch Caps for the | 
Boys, regular Jack Frost killers, | | 
— cents and — cents. 
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r Alarm Clocks—H. D. Hampton) 

- 

Forty Tom Cats 
with their tails tied together 
wouldn't make half as much 
noise as one of our “ dollar-and 
a-quarter’’ alarm clocks at six 
o'clock ona cold winter morning 

Hear the noise at 


For an Opti A. McAllister) 


EYEGLASSES 


AND 


SPECTACLES. 


Every pair is fitted 
with our FINEST 
LENSES. They are 
Sure to suit, 
we make a thorough 
examination of the 
eyes—and fit glasses 

WITHOUT EX 
rRA CHARGE 


because 





For Store—(W. Hahn) 


Wet Weather 


SHOE LESSON! 


t SAoe 


A 


Lots of people who were out in the rain 
yesterday went home with wet feet—and a 
cold; leaky soles and cracked uppers made 


their presence known in a most disagreeable 
If to-day’s cr 


way »wds at our stores are a 
criterion of November business it will be 
necessary to double our present force of 
salespeople. There's no secret to our suc- 
cess; enormous buying, and the fact that we 
are selling better shoes than ever before—at 
half usual profits—are the crowd-bringers 
that fill our stores with a surging throng of 
buyers 


For a Clothing Store—(By W. M. Whitney) 


Fair Weather 


the 





Keeps boy out- 
doors, and outdoors the clothes are 
torn, two to one when indoors ; hence 
he’s out to-day, to-morrow and al- 
ways when the sun is shining. It's 


cheaper, as we've said before, to buy 

w suit, or one piece at a time, 

than attempt to patch up the old one. 
lere’s proc of of it 


a ne 


For a Grocer—(W. H. Keister). 


No Prices 
Like Ours 
On Groceries 


Every price we quote is the lowest 
We intend to keep our prices always 


the lowest If they're not bring your 
purchase back and get the money 
That's our standing offer. Compare 
this list—consider that quality is the 
choicest—and see if such prices are to 
be found elsewhere. Quick, free de 
livery. 
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inging ! 
using! Success! 


attling! 


The Great Atlanta 
Exposition 


20,000 Mark Passed on Daily. 


READ THIS.—50,000 people visited the Fair the day the 
Liberty Bell reached Atlanta and the number increases daily. 


THE ATLANTA 
JOURNAL 


the recognized and leading Atlanta daily, containing the most com- 
plete news of the Fair, besides supplying a history of the most im- 
portant events transpiring daily, correctly reported and gathered 
from every portion of the civilized world, is bought up as rapidly 
as the papers can be run from the presses. The leading adver- 
tising medium within a radius of 50 miles of Atlanta—North, 
South, East or West. Ads inserted in the ATLANTA JOURNAL 


are ‘* Trade Winners ”’ and pay the advertiser handsomely, 
HOKE SMITH, President. 
F. H. RICHARDSON, Editor. 
H. H. CABANISS, Business [anager. 


Theo. FE. Payne, 2519 Master St., Philadelphia, Pa. 
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THE CAPITAL PAYS 
THE POSTACE. usm, 


“Straws Show Which Way the Wind Blows.” 


SIGNIFI A T | URE Showing the newspaper postage paid at 
the Topeka, Kansas, post-office for the 
six — ending June > 
here are no less cont bin ne ewepape rs published at Topeka, the capital 
of the State of Kansas, and mailed through the post-office of that city as 
sec ond-class mail matter. For the first six months of the present year 
‘Uncle Sam ” collected from these 51 publications for newspaper postage 
the tote al sum of $3,426.89, of which amount, as shown below, The Capital 
paid 52 1-2 per cent. 


THE CAPITAL, $1,797.70 


. State Journal, daily 

. State Journal, weekly.... 

. The Press, daily. 

The Press, weekly 

Democrat. daily.. 

Kansas Farmer, weekly. 

The Advocate, weekly. 

. Railroad Register, weekly. 

North Topeka Mail, eens -. 

. Kansas Breeze, wee “kly 

Kansas Newspaper Union, weekly 

The Kansas Telegraph, weekly 

. Ottawa Journal, weekly. 

The Lance, weekly 

. Sunday Ledger, wee ekly.. 

. Merchant’s Journal, weekly 

- Call, weekly 

. Illustrated Weekly. 

. Lucifer, weekly 

20. Christian Advocate, weekly 
. State Ledger, weekly 
. Pilgrim, weekly. 

. North Topeka News, weekly. 

24. a. one weekly. 

25. New Era, weekly = 
j. National Referendum, weekly. : $1,629.19 
7. People’s Friend, weekly.. 

28. Shawnee Indepe ndent, weekly 
. Baptist Headlight, semi- monthly. 

. Western Odd Fellow, semi-monthly 

. Western School Journal, monthly 
2. Kansas Worker, monthly 

3. Our Messenger, ‘monthly ome 
34. Kansas F. A. & I. Union, monthly 
35. Kansas Endeavorer, monthly. 

3. Poultry Breeder, monthly 
37. Baptist Visitor, monthly. 

Washburn Mid-Continent, monthly 

. Horticulturist, monthly. 

. Protestor, monthly - 

. State Sunday School Journal, monthly 
2. Western Jewel, monthly i 

Temple Klocken 

. Agora, quarterly . 

5. Advocate, quarte rly. 

. Gospel C hariots, quarterly 
47. The Cycler, monthly... 

. Midland Sportsman, monthly 

. Kansas Bee Journal, monthly. 
iW). Knight of Security, monthly . 


THE CAPITAL in excess of the OD other pa- $168 51 


pers combined 


pest pk pont hf pet 
PN PP EE BES Sen m mE item 


To cover Kansas use the Daily and einen Capital. 


BECKWITH, Sole Agent, 
Tribune Building, New York. The Rookery, Chicago. 
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C. P. Huntington 


once said about railroads what 
many large advertisers feel about newspapers— 


“I Like 
A Proposition 
That Pays.” 





And that is exactly what we offer in selling advertising 
space. We can meet the proposition. It is a well-known 
fact that the 


Portland 
Oregonian 


Always Pays 
ed 


That’s one reason why it has so many friends and is 
so promptly and universally admitted to be the great 
representative paper of the Northwest Pacific Coast. 

Shall we submit estimates on your next advertising 
scheme to cover this rich territory ? 


OREGONIAN PUBLISHING COMPANY, 
H. W. SCOTT, Editor. H. L. PITTOCK, Treas. and Manager. 


i A A OA OOOO A A OO OOO Ob OO OO bb OD Od Ab Ob Ab Ob Op Ap Ob b> A od ae 








‘ 
: 
q 
{ 
, 
‘ 
, 
: 
. 
4 
, 
4 
‘ 
1 
: 
q 
‘ 
‘ 
4 
: 
; 
‘ 
4 
‘ 
‘ 
: 
c 
q 
4 
5 
; 
4 
, 
, 
‘ 
‘ 
‘ 
{ 
‘ 





ll il hl el A i i i li hl Al li bl li li li li hl bl i li hl hl i i i el 


W. H. Adams, Box 60, Redwood City, California. 
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Wichita 


—‘‘Princess of the Plains ’”’ 


bears her blushing honors thick upon 
her and is justly proud of her one and 
only great newspaper 


The Wichita 
Eagle 


is truly THE Paper of both Kansas and 
OKLAHOMA. It has no competitors in its 
EXCLUSIVE FiELD. It covers this territory 
by Noon of the day on which it is pub- 
lished. Twenty-Four Hours ahead of 
any daily paper. It is the Larcest Daly 
PaPeER published in the worLp, in a city 
of 25,000 population. It has and controls 
168 miles of leased wire, over which it 
receives the full Associated Press Reports. 
It is printed on a Web Perfecting Press, 
has complete Linotype plant and all other 
appurtenances of an up-to-date news- 
paper. DiscOUNTS FOR TIME ; NONE FOR 
SPACE. ONE RATE TO ALL. 











By G. E. Hammann, Wichita, Kans. 
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More Circulation 
And Less Than Half 
Their Rate. 











The circulation of the Washington EVEN- 
ING STAR is more than that of the three 
other Washington dailies combined, and yet 
its rate is less than half of that of the three 


papers added together. 


THE STAR 


covers the city of Washington completely. It 

goes to 82% per cent of all the occupied 

houses. It charges but 7% cents per line for 
§ / | 


10,000 lines to be used within one year. 


L. R. Hamersly, 
New York Representative, 
49 Potter Building. 
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OVERWHELMED! 


Applicants poured in on Mrs. Damer. 
She had rooms to rent. 


THE PHILADELPHIA 


ITEM 


is the greatest advertising medium. 


BusINESSS MANAGER THE PHILADELPHIA ITEM 
I advertised some rooms to rent in your valuable paper 
on Sunday, and by Monday evening I was Overwhelmed with 
applicants. 
I was certainly pleased with my success, and I think THE 
lreM is the greatest advertising medium in this city. 
MRS. F. DAMER, 


314 Franklin Street, Phila. 
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GER EEE EET E EE EERE 
SING SING 


Does not have very pleasant 
memories for some people, but it 
has a very fine system of Elec- 
tric Cars traversing its principal 
streets and avenues. The adver- 
tising privileges are controlled by 


GEO. KISSAM, 


Successor to CARLETON & KISSAM, 


and they include outside signs on 


well as the usual inside privileges. 
SOVesesses 


ONLY ONE RATE: 


60 cents per month, 12 months’ contract. 
65 cents per month, 6 months’ contract. 
70 cents per month, 3 months’ contract. 


SOVseses 


Main Floor Postal Telegraph Building, 
253 Broadway, New York. \ 
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